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ABSTRACT 
The young adult market segment of Generation Y is likely to have developed 
different consumer behavior patterns from those of previous generations (Bakewell & 
Mitchell, 2003).  What were the major macro-environment changes that shaped Generation 
Y’s consumer behavior to be different to some extent from the generation of many of their 
parents, the Baby Boomers?  Generation Y grew up during the shift that occurred from the 
late 20th century to the early 21st century.  This time period is often referred to as the 
postmodern era (Henderson & DeLong, 2000) or the late capitalism period (Kaiser, 
Nagasawa, & Hutton, 1995).  
The purpose of this study was to develop theory-based, validated measures of being 
postmodern in dress.  The findings also enhance understanding of Generation Y’s 
postmodern dress consumption behaviors.  The main objectives of the study were (1) to 
generate belief items about dress from postmodern theories and previous literature; (2) to 
develop a second instrument that measures preferences for visual stimuli of postmodern 
styles; and (3) to evaluate construct, criterion, and content validities of the two developed 
instruments.  The main hypothesis proposed was that there is a positive relationship between 
perceptions of visual stimuli of postmodern dress and scores on dimensions of the belief 
measure. 
Dress belief and behavior items were generated from theory for the first measure and 
assessed for face validity by three researchers.  Statements included 58 items related to 
postmodern ideals and to pre-postmodern ideals.  Items were rated on a Likert-type, 7-point 
scale of agreement.  For the second measure, 22 visual stimuli were selected from an initial 
80 pictures of dressed bodies by three Textiles and Clothing researchers.  Pictures were 
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selected that incorporated components of postmodern style.  Each picture was rated on three 
scales: "the outfit is attractive." "the outfit is cool," and "I would like to wear this."  Pretest 
data was collected from a convenience sample of 25 students to check for usabilty of the 
items and to reduce the number of visual stimuli.  Twelve of the visual stimuli were chosen 
from the pretest results for the main data collection questionnaire, based on degree of
variability of responses.  Only styles that had a wide range of responses on the three scales 
were selected. 
A random sample of 3000 female students at a Midwestern university were invited by 
e-mail to participate in the main study.  Respondents included 431 Gen Y female college 
students who were mostly juniors and seniors, probably due to the data collection period of 
summer school.  Respondents were offered entry into a raffle for retail coupons as an 
incentive for participation. 
 Exploratory factor analysis was employed to test construct validity of the measure of 
being postmodern in dress.  Principal components factor analysis and Cronbach's alpha were 
used to examine construct validity.  Pearson correlations were conducted to test criterion 
validity.  The four factors of the belief/behavior measure were “Preference for Uniqueness,” 
“Brand and Rule Oriented,” “Shopping Flexibility,” and “Desire for Body Modification.”  
Brand and Rule Oriented items describe modern or non-postmodern dress consumption, and 
the other factors were related to three dimensions of postmodern characteristics. Reliabilities 
ranged from .70 to .91. 
A Postmodern score was created by summing across strongly weighted items on the 
three postmodern belief/behavior factors.  The Postmodern score was positively correlated 
with the sum of all ratings of the Visual Stimuli; thus, Hypothesis 1 was supported, as was 
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criterion validity of the measures.  Participants who rated the postmodern visual stimuli more 
favorably were more likely to have higher scores on the postmodern in dress variable. 
Therefore, the belief/behavior and visual stimulus measures of postmodern dress were 
simultaneously validated. 
Although postmodern theories have been studied and employed in the scholarship of 
Textiles and Clothing, no quantitative instruments that measure postmodern dress 
consumption behaviors and beliefs or perceptions of postmodern appearance were developed 
in previous studies.  This study begins to fill that void and offers new insights about 
Generation Y consumer behavior toward dress.  Use of the measures on more nationally 
representative samples is now necessary to establish external validity of the measures. 
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CHAPTER 1: INTRODUCTION 
Generation theorists believe that consumer behavior patterns are distinctively altered 
as the macro-environment changes (Strauss & Howe, 1999). A new dynamic market 
segment, Generation Y, is likely to have developed different consumer behavior patterns 
from those of previous generations (Bakewell & Mitchell, 2003).  Generation Y was defined 
as “those 72 million Americans born between 1977 and 1994” (Weiss, 2003, p. 29).  The 
younger portion of this group (born 1982-present) is also called “millennial” by Strauss and 
Howe (1999).  The Gen Y population is almost as large in number as the Baby Boomers 
(Weiss, 2003), but their consumer behavior is very different from the Baby Boomers 
(Shepherdson, 2000).  Efforts toward understanding this new United States market segment 
(Newborne & Kerwin, 1999) have increased tremendously due to the recognition of their 
significant disposable income (Tomkins, 1999).  The total purchasing power of Generation Y 
was estimated at $187 billion annually (Weiss, 2003).
What were the major macro-environment changes that shaped Generation Y’s 
consumer behavior to be different to some extent from the generation of many of their 
parents, the Baby Boomers?  Generation Y grew up during the shift that occurred from the 
late 20th century to the early 21st century.  This time period is often referred to as the 
postmodern era (Henderson & DeLong, 2000) or the late capitalism period (Kaiser, 
Nagasawa, & Hutton, 1995).  Significant macro-environmental movements during this time 
were globalization and the information revolution (i.e., e-mail, internet, and expansion of 
mass media communication such as cable, satellite TV, and video games) (Mitchell, 1998). 
Nearly two-thirds of Generation Y browses or purchases products online (Cravatta, 
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1997).  Digital media have provided Generation Y many ways of networking with each other 
and the world (Saatchi & Saatchi, 1999).  This global network helps Generation Y to have 
various global viewpoints and a “global mix-and-match” culture (Morton, 2002).  Also, 
Generation Y is more ethnically diverse compared to previous generations.  According to the 
Census Bureau, more than a third (34%) of Gen Y’s are minorities, compared to 27 percent 
of the total population (Shepherdson, 2000). 
Norum (2003) studied apparel expenses among different generations and found that 
Generation Y makes greater expenditures on men’s and women’s apparel relative to the Baby 
Boomers.  The average American female teenager shops at malls about 11 hours per week 
(Herbig, Koehler, & Day, 1993).  Two-thirds of their spending goes towards clothing 
consumption (Ebenkamp, 1999).  Compared to previous generations, the majority of 
Generation Y learned about shopping and making brand choices at an early age (Bakewell et 
al., 2003).  Despite their potential as a market segment in clothing consumption, there have 
been few academic studies that focus on Generation Y’s clothing consumption behavior. 
In order to examine and explore Generation Y’s clothing consumption behavior, this 
study will borrow from postmodern theory because Generation Y has lived in the postmodern 
era during its entire lifetime.  Ash and Wilson (1992) suggest that in studies pertaining to 
fashion and dress, the term “postmodern” has been used increasingly.  In addition, 
postmodern theorists proposed an insightful explanation of contemporary cultural 
phenomena that has been very useful in consumer research (Firat & Venkatesh, 1995) by 
providing a critical perspective (Goulding, 2003).  Using postmodern theory to understand 
Generation Y’s dress consumption behavior is especially pertinent considering that 
Generation Y was brought up in the postmodern era within postmodern consumer culture. 
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Postmodern consumers are open to multiple ways of living and being and varying 
types of lifestyle preferences (Firat & Shultz, 2001).  Postmodern consumers are often 
detached from committing to any one singular project, social goal, or way of life (Firat & 
Shultz, 2001).  According to Firat, Dholakia, and Venkatesh (1995), postmodern consumers 
tend to be more changeable than predictable.   
Before postmodern times, consumers strove to present a stable, consistent, and 
authentic identity in public (Firat et al., 1995).  This helped marketers predict consumption 
behavior in the modern era (Firat et al., 1995).  However, postmodern consumers often alter 
their self-concepts, characters, and values in different situations (Firat et al., 1995).  For 
example, medical doctors and lawyers tend to have very serious and professional appearance, 
but they might enjoy screaming in the stands of the football game with their face and chest 
painted on the weekends.  According to Firat et al. (1995), postmodern consumers subscribe 
to multiple and highly contradictory value systems; their lifestyles can change at any time 
without the slightest hint of feelings of inconsistency or improperness.  Thus, traditional 
variables such as values, attitudes, social class, and demographics of consumers are less 
helpful in terms of explaining or predicting postmodern consumer behaviors (Firat et al., 
1995).  Since Gen Y consumer behavior is less predictable, it is helpful to examine how 
postmodern this generation is in dress consumption. 
Purpose of the Study
There are no studies that provide a developed measure of being postmodern in dress, 
although some theory-based description of postmodern expression through dress has been 
generated (Henderson & Delong, 2000).  The purpose of this research was to generate items 
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to develop a measure of being postmodern in dress based on postmodern theories and the 
literature review.  The researcher tested the measure and examined its reliability and 
construct validity.  Responses to various visual stimuli of postmodern appearances were 
obtained from a random sample of Generation Y to understand their perceptions of 
postmodern dress.  The relationship of perceptions of the postmodern dress stimuli to the 
score on dimensions of the measure of being postmodern in dress indicated criterion validity 
of the measure.  The overall intention of this research was to provide a better understanding 
of this vital market segment, Generation Y, as apparel consumers.  Understanding their 
postmodern dress consumption characteristics may help scholars and marketers attend to this 
market segment more efficiently. 
Definitions of Terms 
Rejection of authority: “Intentional challenges to aesthetic codes; unstable aesthetic codes” 
(Kaiser, 1989; Morgado, 1996). 
Suspicion of narratives: “distrust of all establishment forms of expression” (Lyotard, 1984); 
“the collapse of previously meaningful coded references to race, gender, status, time, and 
occasion” (Morgado, 1996, p. 46). 
Bricolage: “the integration of incongruous elements in a single outfit”; “emphasis on 
ornaments and decoration” (Morgado, 1996, p. 46). 
Death of art: “traditional boundaries between high art & mass culture have dissolved” 
(Morgado, 1996, p. 43). 
Radical incommensurability: “Disordered combinations of styles and fabrics” (Morgado, 
1996, p. 46). 
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Death of progress: “a preponderance of recycled looks, such as punk and hippie styles; the 
end of original design inspiration” (Kaiser, 1989; Morgado, 1996, p. 46). 
Heterotopia: “Diversity and numbers of popular clothing and appearance styles” (Morgado, 
1996, p. 46). 
Decentering: “highlight that which has been devalued or ignored” (Morgado, 1996, p.42). 
Deconstruction: “Challenge to tradition; the inside is the outside” (Kaiser, 1989; Morgado, 
1996). 
Random play of signifiers: “fashion for the sake of fashion” (Kaiser, 1989). 
Electicism: “the degree zero of contemporary general culture” (Lyorard, 1988, p. 76). 
Generation Y: “those 72 million Americans born between 1977 and 1994” (Weiss, 2003, p. 
29). 
Apparel: “body enclosures that cover as clothing” (Roach-Higgins, Eicher, & Johnson, 
1995). 
Fashion: “a dynamic phenomenon that inextricably links aesthetics, culture, economics, and 
everyday social life” (Kaiser, Nagasawa, & Hutton, 1995, p. 172). 
Modern: “historical period that began with the Enlightment” (Morgado, 1996, p. 42). 
Postmodern: “avant garde cultural products”; “certain values and sensibilities said to be 
revealed in diverse social and economic arenas” (Morgado, 1996, p. 41). 
Postmodernism: “is considered to follow the modern era and is a reaction to modern ideals” 
(Henderson & DeLong, p. 237).  Estimated to begin by 1960s. 
Ambivalence: “being pulled in conflicting directions, or experiencing contradictory yearnings 
or emotions” (Kaiser, Nagasawa, & Hutton, 1995, p.175). 
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Appearance: “a mode of communication that brings to the surface and embodies meanings 
not easily expressed in words” (Kaiser et al., 1995, p. 177). 
Hegemony: “subtle, insidious, coercive force which shapes perceptions of the world to 
coincide with dominant ideology” (Gramsci, 1973, as cited in Morgado, 1996, p. 43). 
Pastiche: “blank parody; quotation or imitation as in parody, but lacking the ironic twist” 
(Jameson, 1984, as cited in Morgado, 1996, p. 43). 
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CHAPTER 2: LITERATURE REVIEW 
Postmodernism 
Significance of postmodernism in contemporary society 
The literature on postmodernism has grown tremendously through contributions from
a diversity of disciplines such as art, literature, film, social science, and architecture (Firat, 
Dholaka, & Venkatesh, 1995).  Therefore, scholarship of postmodernism includes varied 
perspectives and terms (Firat et al., 1995).  The term “postmodern” can be very confusing 
and problematic because there seems to be a disagreement over the essential elements and 
clashing interpretations of postmodern theory among theorists, analysts, and critics 
(Morgado, 1996).  Although disagreement exists, theories of postmodernism are useful and 
essential for scholars and practitioners to understand marketing and social practice in 
contemporary culture (Firat et al., 1995):   
As the larger social setting began transforming headlong onto a postmodern 
setting, and as global competition swept away stable consumer loyalties, 
marketing theory has been severely challenged.  In a sense, the postmodernity 
inherent in (some) marketing practice from the very beginning has now 
engulfed most marketing and social practice.  Marketing must now come to 
terms with its multivalent, sometimes ambivalent, discomforting, postmodern 
core.  It is very difficult, if not impossible, for today’s marketing theorists to 
reject the notion of postmodernity.  After all, marketing and advertising 
phenomena are at the very centre of discussions of postmodernity.  Many 
commentators on postmodernity celebrate the marketing-rich postmodern 
styles.  How can then marketing theorists reject postmodernity?  It is 
imperative, therefore, to turn the attention of the marketing profession to the 
relationship between marketing and postmodernity and to explore the 
characteristics of marketing theory and practice in the postmodern era (p. 47). 
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The term “postmodern”
Postmodernity refers to an epochal shift from modernity; both Baudrillard and 
Lyotard consider it as a new movement toward the post-industrial age (Featherstone, 1991).  
The term “postmodernism” was used for the first time to indicate a minor reaction to 
modernism in the 1930s (Hassan, 1985).  In the 1960s, the term became very popular among 
young artists, writers, and critics in New York (Featherstone, 1991).  The usage of the term
spread quickly to other disciplines in the 1970s and 1980s, and deeper discussions of 
postmodernism fascinated theorists such as Lyotard, Vattimo, Derrida, Foucault, Habermas, 
Baudrillard, and Jameson (Huyssen, 1981). 
Postmodernism in the arts refers to the collapse of boundaries between art and 
everyday life, between high and popular culture.  It favors eclecticism, mixed codes, 
playfulness, pastiche, and imitation of original art works (Featherstone, 1991).  In social 
science disciplines, postmodernism is employed to talk about or understand major 
transformations of culture in contemporary society (Featherstone, 1991). 
Postmodernism in dress may be reflected in gender double-coding and blurred social 
status cues (Evans & Thornton, 1989).  In other words, the term “postmodern” is ambivalent 
or ambiguous because postmodern dress does not communicate a clear message (Crane, 
1997).   Fashion is an expression of individuality more than conformity, as postmodern 
consumers create their own styles by mixing and matching various elements rather than 
buying a total look or outfit created or displayed by retailers (Crane, 1997).  Traditional 
aesthetic rules are often violated.  Postmodern consumers are against uniformity, but for 
differences (Featherstone, 1991).  Fashion embodies lifestyles and diverse cultures in the 
postmodern perspective (Kellner, 1989b).  In that sense, “postmodern” has characteristics 
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such as ambiguity, diversity, individual expression, juxtaposing opposites, and breaking 
traditional rules. 
Historical Background 
Modernism 
Modernism began with the Enlightenment in the eighteenth century, which was a 
movement that believed in science and knowledge as the only cure for human ignorance 
(Hollinger, 1994).  One of the major assumptions of modernism was that progress is linear, 
moving forward or developing to a higher and better place (Morgado, 1996).  Modernists 
assumed that progress is a result of rational thought through science and technology 
(Morgado, 1996).  In modernism, history was also regarded as a rationalized and systematic 
interpretation of the past and follows a linear progression (Morgado, 1996).  These 
assumptions about history, progress, rational thought, and faith in science and technology 
give us an understanding of the characteristics of modern society overall and its values and 
lifestyles (Seidman, 1990). 
Postmodernism 
The major differences in thought between modernism and postmodernism are ‘the 
end of history’, ‘the death of progress’, and ‘a loss of confidence in science and technology’ 
(Jameson, 1984).  Faith in science and technology, beginning with the Enlightenment 
movement, helped Western society move to a post-industrial era described as ‘the
information age’ (Firat & Venkatesh., 1995).  However, the promise of modernism based on 
linear progress, to reach utopia with the aid of science and technology, has not come true 
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because scientific progress to date resulted in some harmful outcomes, such as destroying 
mother nature and human misery such as poverty and incurable disease (Firat & Venkatesh, 
1995).  When modern science and technology produced the resources of demolition, the 
concept of linear progress by rational thought was no longer plausible to many; instead, it 
was replaced by skepticism and frustration (Firat & Venkatesh, 1995). 
Modernism implied that Western society had been led by science and technology 
solely (Firat & Venkatesh, 1995).  However, in postmodern times, not only science and 
technology but also cultural presence, including aesthetics, language, discourse, and 
consumer practices, shapes the direction of postmodern society (Firat & Venkatesh, 1995).  
According to Firat and Venkatesh (1995), “modernism categorizes the world into simple 
dichotomies such as, subject vs. object, male vs. female, producer vs. consumer, culture vs. 
nature, signified vs. signifier, and so on, and usually the first term is given a superior status 
over the second term” ( p. 240).  In addition, central themes of postmodernism, such as 
culture, language, aesthetics, narratives, symbolic modes, and literary expressions and 
meanings, are considered secondary to economy, science, technology, and analytical 
constructs of modernism (Firat & Venkatesh, 1995).  Although postmodernism and 
modernism both recognize concepts of the individual, self, organization, and freedom, 
postmodernism considers these concepts as arbitrary and ephemeral while modernism
considers these concepts as essential and fixed (Firat & Venkatesh, 1995).  Therefore, 
modernism is unable to understand the richness of human experience by simply looking at 
societal changes as linear, thus ignoring the importance of multiple social or environmental 
factors such as cultural and symbolic representations (Vattimo, 1992). 
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Fundamental Concepts of Postmodernism: Nihilism and Critical Theory 
Key concepts of postmodern theories are derived from the two assumptions of the 
philosophy of nihilism (difference) and critical theory (Kellner, 1989a; Morgado, 1996). 
Nihilism 
The key concept of the philosophy of nihilism, which is synonymous with the 
philosophy of difference, was introduced by Nietzsche’s work, “The Will to Power (1967)” 
(Morgado, 1996).  According to Snyder (1988), the philosophy of nihilism is that all truths 
are subjective beliefs and opinions. There is no absolute ground for judging the legitimacy of 
assumptions about the nature of truth, since the concepts of reason and truth are entirely 
interdependent in the tradition of Western thought.  Nihilism is very skeptical about finding 
objective and neutral truth through scientific, rational research (Snyder, 1988). 
The philosophy of difference in postmodern theory represents the idea that everything 
is always interpreted in terms of subjective values because every social and professional 
organization has its own agenda, values, and principles (Morgado, 1996).  “Will to the 
sublime”, which is a rephrasing of “the will to power,” refers to the idea that every social and 
professional group has its own agenda, principles/procedures, values, and truths in 
postmodernism (Morgado, 1996). 
Critical theory 
Critical theory came out of the Frankfurt School, and it attempted to revitalize Marx’s 
idea that modern society abuses and alienates individuals (Hollinger, 1994).  The key 
concepts of postmodern theories are closely related to post-Marxist interpretations of culture 
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and focus on a critique of capitalism and capitalist culture (Seidman, 1990; Morgado, 1996).  
Capitalism is not simply an economic system; it influenced and changed every part of 
Western society (Berger, 1982).  The structure of every social group, the social culture of 
each group, and even our way of thinking have been shaped by capitalism (Morgado, 1996). 
It is very difficult to think outside of the box of capitalist ideology when people are 
born and grow up in a capitalist culture.  Marxist critique attempts to criticize the side effects 
of capitalism on human beings and human organizations (Morgado, 1996).  His critiques of 
capitalism are: work is dehumanized for profit maximization (e.g., sweatshops), and 
maximizing productivity is more important than workers’ satisfaction or personal issues 
(Morgado, 1996).  The capitalistic ideology fosters illusions that people can be much happier 
by having material goods and luxurious products (Morgado, 1996).  As a result, people start 
feeling alienation and have anxieties as they mask their actual social conflicts with the 
illusions of dealing with them through material goods (Morgado, 1996).  Mass media such as 
movies, TV, fashion, and magazines hypnotize people to believe that capitalistic ideology 
and hegemony are the right thing to do (Morgado, 1996).  Hegemony that supports the 
existing power relationships and that is deeply embodied in the belief system of all 
organizations and social structures results (Morgado, 1996).  During the postmodern era, the 
period of capitalism moved to the period of late capitalism, which is based on information 
economies.  Although the period of late capitalism was made more complex by global 
networking and information technology, the problems of capitalism are still not resolved, but 
instead have gotten more severe (Connor, 1989; Morgado, 1996). 
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Postmodern Conditions and Consumer Culture in Dress 
Postmodern consumers and production 
In modernism, production is the most significant action and creates value (Firat & 
Venkatesh, 1995); consumption is simply to consume an object and then discard it (Poster, 
1975).  However, postmodern scholars define consumption as an act of personal destruction 
that also produces symbolic meanings, social codes and political relationships during such an 
act (Firat & Venkatesh, 1995).  Therefore, postmodernists regard consumption as a 
continuous course of action as consumers form new and personal meanings with products by 
consuming them (Firat & Venkatesh, 1995).    
Modernists assume that consumers are passive and aren’t involved in production 
(Firat & Venkatesh, 1995).  Modernism considers consumption and production as juxtaposed 
(Firat & Venkatesh, 1995).  In postmodern times, people consume products to produce their 
own self-image and create symbolic meanings (Firat & Venkatesh, 1995).  According to 
Kaiser (2005), to consume is to produce again in postmodern culture.  Thus, production and 
consumption activities take place simultaneously among consumers (Firat & Venkatesh, 
1995).  Postmodernists believe that the consumer is not only a consumer but also a producer.   
Baudrillard (1975) contended that it is not so much a matter of being the self as it is 
producing the self.    
Dress is one means of producing the self or identity among consumers (Kaiser, 2005).  
Thus, the evidence that postmodern consumers produce and consume products 
simultaneously can be found in dress as well.  Bricolage is one example.  “Bricolage is a 
strategy of creating new objects out of found items” (Levi-Strauss, 1966, p.19).  Consumers 
of dress invoke bricolage through creation of new symbolic meanings and new dress itself 
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out of found objects (Hebdige, 1979).  For instance, the early punks used found objects such 
as toilet seats, safety pins, tampons, and television plastic parts and created them into 
ornaments of dress (Hebdige, 1979).   
Some other examples that can be seen more commonly around us are from the 
responses of participants whom Henderson and DeLong (2000) interviewed in a qualitative 
study of postmodern characteristics of dress.  Some of the participants in the study mentioned 
that they collected, altered, and combined finished garments to suit their own personal 
aesthetic preferences (Henderson & DeLong, 2000).  One respondent created her unique 
image by wearing clothes in creative combinations such as wearing a ballerina dress with 
knee high combat boots.  Thus, they consumed garments but also created new symbolic 
meanings of their dress.  
In modern culture, of course, there certainly were personal alterations of dress among 
consumers.  However, these unique appearances were usually not considered as valuable or 
desirable on a mainstream level as was following top designers.  In postmodern times, a wide 
array of consumers are involved in consumption and production simultaneously in order to 
create individual symbolic meanings and unique or spectacular experiences rather than 
conform to society (Firat & Venkatesh, 1995).  These uniquenesses are considered valuable 
and encouraged even by the apparel industry that now glorifies mixing and matching and 
making a personal statement. 
Modern fashion 
The nineteenth-century scientific and utilitarian movements influenced modern 
fashion (Wilson, 1985).  Modernists, feminists, and physicians, who pursued the utilitarian 
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ideology of modernism, started the women’s dress reform movements of the late nineteenth-
century (Wilson, 1985).  Instead of exaggerated curvilinear lines structured by corsets of the 
1800s, modern fashion had functional aesthetics such as straight, tubular silhouettes or 
natural curves of body lines (Evans & Thornton, 1989).  Modern fashion put emphasis on 
showing utilitarianism, economic competency, and unity in appearance (Kaiser, 1990).  For 
instance, in the late nineteenth century, young women wore a simple Gibson Girl blouse to 
signify glamour and success (Wilson, 1985), and young men wore black suits to indicate 
their competence and accomplishments (Kaiser, 1990). 
Modern fashion is systematic and coordinated based on traditional rules of how 
garments should be worn (e.g., colors, textures, and patterns of items should be harmonized 
and coordinated) (Keller, 1989b).  New styles of modern fashion were introduced by fashion 
designers and influenced by high culture (Morgado, 1996; Simmel, 1904).  In modernity, 
high culture was more important than popular culture (Kaiser, 1990).  Also, styles of modern 
fashion emphasized the hegemony of white power groups and excluded other ethnic groups’ 
styles (Morgado, 1996).  Although modern fashion was influenced by utilitarian and rational 
ideology, modern fashion encouraged a social hierarchy and ethnocentric mentality (Kaiser, 
1990). 
Postmodern fashion 
Today there is no fashion, there are only fashions. No rules, only choices.  
Everyone can be anyone (Ewen & Ewen, 1982, pp 249-251). 
Ewen and Ewen (1982) point out the distinctive key characteristics of postmodern 
fashion in the three short sentences above.  Postmodern fashion favors unique looks and 
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eclecticism applied by the individual mixing of codes from past periods, cultures, and classes 
(Keller, 1989b).   
The collapsed boundaries between art and everyday life and between high and 
popular cultures brought major changes to postmodern fashion (Featherstone, 1991).  
Technology also allowed consumers to select more varied styles or dress; thus uniformity 
was no longer important in postmodern fashion, but eclecticism was vital (Featherstone, 
1991).  Global sourcing, worldwide distribution of dress, and Internet shopping stimulated 
the shift from modern fashion to postmodern fashion (Eicher, 1995; Kaiser, 2005).  
Worldwide frequent contacts through media and travel allowed consumers to be exposed to 
various cultural styles (Kaiser, 2005).  
Characteristics of postmodern dress 
Contemporary fashion shows clear evidence of changes from modern to postmodern 
culture (Morgado, 1996).  According to Morgado (1996), key characteristics of postmodern 
dress are rejection of authority, death of progress, decentering, heterotopia, suspicion of
narratives, radical incommensurability, deconstruction, bricolage/pastiche, random play of 
signifiers, and death of art.  Each characteristic of postmodernism evident in fashion is 
explained and defined with a few examples.  
Rejection of authority.  Rejection of authority means that “all claims to truth are 
guided by ulterior motives. Authority based on science and rational thought is particularly 
suspect” (Morgado, 1996, p. 43).  The concept is evident in postmodern dress as well 
(Morgado, 1996).  Postmodern dress breaks traditional rules and favors individualism in 
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unique ways of mixing and matching dress items (Morgado, 1996).  Because postmodern 
consumers have greater range of options of apparel products to choose from, they have 
numerous ways of mixing and matching dress items to create unique appearances (Kaiser, 
1990).  Postmodern consumers believe that a trendy woman should know how to create her 
own style rather than buying a total look created by retailers or designers (Crane, 1997).  
Thus, postmodern consumers break traditional rules of dress about combinations of colors, 
lengths, and textures of items.  No longer is it necessary to be coordinated and matched from
head to toe (Crane, 1997; Morgado, 1996). 
Henderson and Delong (2005) sampled students majoring in clothing design and 
merchandising at one Midwestern university in their qualitative analysis of aesthetic 
expression and motivation for dress in the postmodern era.  The authors concluded that, 
“some wear clothing items or parts unrelated to the whole, with an apparent disregard for 
coordinating items relevant to one historical time period/context, social event, or gender” 
(2005, p. 237).  Therefore, postmodern consumers probably emphasize expression of their 
personal values and ideals rather than large group identities.  They are unlike modern 
consumers who adopted traditional dress codes to follow groups, society, and industry-driven 
rules for dress (Henderson & Delong, 2005).  
Death of progress.  “Death of progress means progress is no longer presumed to be 
directed toward compassionate ends” (Morgado, 1996, p. 43).  In the postmodern 
perspective, progress is a circular movement rather than moving forward (Morgado, 1996).  
This concept is evident in postmodern fashion (Morgado, 1996).  Postmodern designers (such 
as John Galliano) juxtapose visual elements from different periods in one style (Crane, 
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1997).  Today, styles and looks from the past are all coming back as trendy styles (Morgado, 
1996).  Both top designers and mid-priced apparel lines (e.g., ANTHROPOLOGIE) are 
leading the way on these trends as well as are individual creative consumers.
Decentering.  Another key concept of postmodernism – decencentering -- is evident 
in postmodern dress.   Decentering means “a challenge to assumptions about what is central 
or proper by shifting focus to include or highlight that which has been devalued or ignored” 
(Morgado, 1996, p. 43).  High fashion in the past was only for white and upper class people.  
Couture designers created dress for upper class people only, while middle and lower class 
people emulated the styles of the upper class (Simmel, 1904).  As the lower classes picked up 
style ideas from the rich, the styles became no longer popular among higher class people 
(Simmel, 1904).  Often, fashion trickled down from upper to lower classes; thus, fashion 
ideas came from couture designers to upper class, then to middle and finally lower classes 
(Simmel, 1904; Morgado, 1996).  
However, in the postmodern era, the “trickle-up” phenomenon is evident as much or 
more than “trickle-down.”  For instance, styles and looks from blue collar workers, 
subcultures, and minority ethnic groups influence fashion trends of middle and upper classes 
(Field, 1970; Kaiser, 1990).   Contemporary fashion designers also search for inspirations for 
their new lines from subcultures and street fashions of the youth (Morgado, 1996).  Thus, 
decentering is evident in postmodern dress as subcultural styles and youth influence current 
fashion trends; subcultures and youth were often ignored and devalued in the past (Morgado, 
1996).   
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Heterotopia. Heterotopia refers to “no principle of commonalty” (Morgado, 1996, 
p.43).  Heterotopia is evident in postmodern fashion because many different styles can be 
popular and trendy at the same time without any clash (Kaiser, 1990).  Although the 
mainstream media seems to encourage following a narrow range of fashion trends, various 
styles and looks, often created by ordinary consumers themselves, are visible on the streets 
(Kaiser, 1990).  In the postmodern era, there is an increased range of apparel products, 
assortments, and styles for consumers to choose from to create their own styles; thus 
postmodern fashion is more eclectic than before (Kaiser, 1990).  Therefore, postmodern 
fashion celebrates and enjoys diversity and eclecticism in styles and looks (Morgado, 1996).
Suspicion of narratives.  Suspicion of narratives indicates “distrusting of all 
establishment forms of expression” (Lyotard, 1984, cited in Morgado, 1996, p. 43).  
Suspicion of narratives is vividly evident in postmodern fashion because established 
appearance codes related to gender, status, age, race, time, and occasion are no longer 
consistent in postmodern fashion (Morgado, 1996).
Postmodern fashion does not rest on traditional gender appearance codes (Kaiser, 
1990). Women used to be feminine and men used to be masculine in the past; however, in 
postmodern fashion, there are no clear appearance rules for gender (Kaiser, 1990).  Rather, 
the two gender aesthetic codes are mixed in one appearance and androgyny prevails (Kaiser, 
1990).  Historically, gender ambivalence was shown in the appearance of rock male singers 
and the early punk girls (Kaiser, 1990).  Some rock singers wore face make-up, dark lipstick, 
and earrings, and some punk girls had very short hair and masculine style (Kaiser, 1990).  In 
the postmodern era, it is acceptable for men to wear earrings and for women to have short 
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hair and wear masculine suits (Kaiser, 1990; Kaiser, 2005).  Therefore, postmodern fashion 
has very different gender appearance codes from those of the past; it lets consumers play 
with two opposite gender aesthetics and create a feeling of juxtaposition by combining many 
elements in one outfit (Kaiser, 1990).  
Other evidences of suspicion of narratives in postmodern fashion are ambiguous age 
cues in appearance (Kaiser, 1990).  For example, older women can look much younger than 
their biological age by wearing “age defying” makeup or getting cosmetic surgery (Kaiser, 
1990).  Or, the other way around, young girls can look like mature women by putting on 
makeup, clothes, and hairstyles that make them look older (Kaiser, 1990).   
Postmodern fashion also rejects traditional appearance signs of class (Evans & 
Thornton, 1989).  It was easy to distinguish social class by appearance in previous eras; 
however, it is no longer important for postmodern consumers to show their social class in 
their appearance (Henderson & Delong, 2005).  Postmodern fashion blurs economic 
difference cues in appearance and combines aesthetic cues of high and street fashions 
(Henderson & Delong, 2005).  According to Kaiser (2005), the growth of casual 
businesswear creates a need to mix and match separates, potentially blurring a number of 
boundaries: formality, status, gender, age, and the like.  Therefore, there is a clear trend of 
breaking traditional appearance codes related to gender, age, class, and occasion in 
postmodern fashion, creating ambivalent and ambiguous appearance cues. 
Radical incommensurability and bricolage.  Radical incommensurability means 
that ordering is not done according to traditional values-based principles (Foucault, 1970, 
cited in Morgado, 1996, p. 43).  
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Radical incommensurability is expressed in disordered combinations of
garment styles or fabric designs (i.e., ballerina tutus worn with leather 
motorcycle jackets) (Morgado, 1996, p. 48).   
Kaiser (1990) explains radical incommensurability as complex combinations of discordant 
aesthetic elements for the sake of visual impact.  Radical incommensurability examples such 
as chaotic combinations of elements can be found in punk aesthetics (e.g., slashed and 
painted T-shirts with studs or chains) and music video imagery (Kaiser, 1990).  
Bricolage is a strategy of creating new objects out of found items (Levi-Strauss, 
1966) and also “refers to the integration of incongruous elements in a work of art” (Morgado, 
1996, p. 46).  Examples of bricolage found in postmodern dress are ordinary safety pins used 
as ornaments or piercing jewelry, in contrast to their previous relegation as utilitarian 
fasteners.  Thus, bricolage is a strategy of creating new symbolic meanings for objects of 
dress (Hebdige, 1979).  The aesthetic visuals of bricolage in postmodern fashion bring out 
pastiche, which means blank parody or playfulness due to creative combination of categories 
(Morgado, 1996). 
 Deconstruction. Deconstruction refers to challenges to traditional ways of how 
garments should be worn or constructed and exaggerated emphasis on how clothing is 
constructed, fabricated, and ordered on the body (Morgado, 1996).  Examples of 
deconstruction are garments with random numbers of sleeves or neck openings, trousers 
intentionally worn oversized, intentional misbuttoning, trousers worn as hats, jockey briefs 
worn as bras, caps worn front to back, or undergarments worn as outer wear (Morgado, 
1996).  Deconstruction in early punk dress was very clear: For example, slashing garments 
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and “sewing” pieces of garments with safety pins; painting plain white school uniform T-
shirts; garment seams normally hidden inside were visible outside of garments.  Postmodern 
dress definitely challenges modern assumptions about how garments should be worn or 
structured.  Mainstream dress rules are rejected and created new ways of structuring 
garments are created. 
Random play of signifiers.  According to Morgado (1996), consumers’ possessions, 
such as houses, automobiles, and appearance management stuff (clothing, shoes, etc.), 
represented or signified social and economic class in modern times.  Modern consumers from
higher classes preferred to express their economic or social power through their belongings 
in order to maintain power and position (Morgado, 1996).  However, compared to modern 
fashion, postmodern fashion distorts symbolic class references (Morgado, 1996).  
Postmodern fashion is less clear in meaning or has less apparent symbolic references than did 
dress in previous eras (Morgado, 1996).  For example, blue jeans used to be working class 
clothes, but in the 1960s the symbolic meaning changed to rebellious youth and rejection of 
middle class values, and then to high class garments designed by designers in the 1970s 
(Morgado, 1996).  
The phrase “random play of signifiers” refers to the haphazard circulation of free 
floating, reference-free signs (Morgado, 1996, p. 49).  Thus, less clear symbolic meaning of 
blue jeans in postmodernity would be an example of random play of signifiers in postmodern 
fashion (Morgado, 1996).   In other words, sometimes postmodern dress is created just for 
the sake of the fashion and not because of emblematic meanings (Kellner, 1989; Morgado, 
1996).  
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Death of art.  Death of art indicates that “traditional boundaries between high art and 
mass culture have dissolved; traditional elevated subjects of high art are intentionally ignored 
in favor of popular culture” (Morgado, 1996, p. 43).  Examples of death of art are blurring of 
distinctions between values of artistic literature and comics, classical music and rap, 
Shakespeare and soaps (Morgado, 1996).  Death of art is evident in postmodern fashion as 
well; the boundaries between high fashion and popular street fashions have become indistinct 
(Morgado, 1996).
Postmodern bodies, plastic bodies.  In modernity, people considered the body as a 
controllable, programmable machine; thus, if they disciplined their bodies in scientific ways, 
they could increase efficiencies of their bodies like a well-maintained machine (Foucault, 
1997).  However, bodies were not altered drastically in modern culture (Bordo, 1993).  
Although cosmetic surgery was available, modern consumers thought that only middle aged 
women or emotionally unstable people chose it (Thompson & Hirschman, 1998).
In postmodern culture, due to highly developed technology, postmodern consumers 
increasingly believe they can alter their body forms (Bordo, 1993).  They consider their 
bodies as malleable and plastic; thus they believe their bodies can be carved easily to 
transform them into desired bodies by employing plastic surgery, make-up, diet pills, hair 
products, color contact lenses, and many other technologies (Bordo, 1993) including exercise 
and dieting.  In the postmodern era, cosmetic surgeries are accessible to middle income
consumers, not just to celebrities and wealthy people; thus, postmodern consumers believe 
that they can choose to alter their body forms. 
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Fragmentation
Postmodern consumers are responsible for multiple roles and tasks, and they also are 
confronted with endless choices (Goulding, 2003).  “For example, managing relationships in 
the contemporary business workplace requires a different identity for the woman who comes 
home from work to manage her motherhood relationships in her traditional family” (Firat & 
Shultz, 2001, p. 192).  Thus, postmodern consumers find that they have multiple selves or 
different identities at different places such as home, shopping, work, and entertainment (Firat 
& Shultz, 2001).  Multiple selves of postmodern consumers in various environments fit the 
postmodern condition of loss of commitment to clear order (Firat & Shultz, 2001).  Thus, 
“postmodern consumers are willing to live in the fragmented moment and the thrill of the 
spectacle without committing to any one moment (Firat & Venkatesh, 1995, p. 253).”  The 
fragmented moments allow individuals to have various identities and to accept diversity and 
differences as well (Firat & Venkatesh., 1995). 
“Even the market itself is highly fragmented” (Firat & Venkatesh, 1995, p. 256).  The 
fragmented market is reinforced by advertisements to create brand new needs and desires for 
unnecessary products (Firat & Venkatesh, 1995).  For example, if a bride has a wedding to 
attend and needs a new dress, she needs to go to different departments in a store to get a 
dress, accessories, underwear, and shoes (Firat & Venkatesh, 1995).  In addition, she has to 
choose each item from many different brands (Firat & Venkatesh, 1995).  Apparel products 
are produced worldwide and choices of styles, colors, and textures are endless in the apparel 
markets of contemporary society (Kaiser, 2005).  Therefore, postmodern consumers usually 
have to pay attention, think carefully, and search endlessly when making choices from 
available options (Kaiser, 2005). 
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According to Firat and Venkatesh (1995), consumption becomes a pathway by which 
individuals can construct and express a multitude of identities that are available to them.
Consumption also becomes a way of lessening anxiety of individuals in contemporary 
society because postmodern consumers feel anxiety of confusion by stress of work, 
overwhelming amounts of information from high technologies such as the Internet, and 
endless choices in the marketplace (Goulding, 2003).  Consumers go shopping not only 
because of utilitarian motivation, but also because they like to shop or consume products or 
services for hedonic reasons such as having fun, entertainment, sensory pleasure, new
experience, or reducing stress (Bloch & Richins, 1983).  Therefore, clothing, which is a 
major commodity, is used to express multiple identities and to increase the pleasure of
everyday life with various styles and appearance (Kaiser, 2005).  In other words, endless 
choices of styles allow postmodern consumers to be comfortable in mutiple “me’s” in 
different situations.  
Hyperreality 
“Hyperreality is, indeed, the most discussed postmodern condition (Firat & Shultz, 
p.193).”  Hyperreality is created by postmodern technologies such as the technologies of 
information and communication, and computers and have become known as ‘cyber-culture’ 
(Vattimo, 1992).  Technologies were utilized merely for production in modern society; 
however, postmodern technologies of information and communication provide hyperreal 
experiences in cyberspaces and virtual realities (Firat & Venkatesh, 1995).   
‘Cyber culture’ and electronic media have created a simulated world which is full of
images and signs causing the blurry distinction between reality and the imaginary among 
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consumers (Featherstone, 1991).  Postmodern consumers don’t seem to care much whether 
it’s real or imitation anymore because they enjoy simulations and imitated products produced 
by the new technologies of information, communication, and electronic media.  Sometimes, 
they prefer imitation or something fake rather than real.  “For example, people visit the 
IMAX Theater next to the Grand Canyon to watch it on film to experience it” (Firat & 
Venkatesh, 1995, p. 252).  Theme parks such as Disney and Six Flags are popular, as they 
make the imaginary real for consumers.  Some “experience economy” products are also 
based on hyperreality experiences.  According to Pine and Gilmore (1998), the experience 
economy refers to the creation and sale of memorable experiences as commodity.  For 
example, Rainforest Café and Planet Hollywood are theme restaurants that provide simulated 
experiences to consumers (Pine & Gilmore, 1998).  Pine and Gilmore (1998) also mention 
that new technologies provide whole new hyperreal experiences such as online chatting, 
motion graphics, and virtual reality in the twenty first century. Other examples of consuming 
simulated products related to dress and the body are purchasing fake furs, leathers, and 
imitation designer brand bags (e.g., it is sometimes hard to distinguish between real designer 
bags and fake ones), and plastic breasts.  Therefore, postmodern consumers do not think it is 
a big deal to consume simulated products rather than real ones because they consume the 
meanings behind a product, not the thing itself (Derrida, 1970).  They enjoy simulations for 
their references to the real. 
Eclecticism
Eclecticism is closely related to individualism (Kaiser, 1990).  Eclecticism allows 
consumers to select from a wide range of choices in the marketplace to therefore express 
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individualism through their unique collection of items (Kaiser, 1990).  Consumers have a 
wider range of options in the marketplace due to global markets and trade, i.e., not only a 
range of colors, styles, and sizes for an apparel product, but also a range of different ethnic 
cultures or subcultures reflected in product designs (Kaiser, 2005).  Lyotard (1988) provided 
an excellent example of eclecticism, describing the variety of different cultures that a 
consumer experiences in everyday life (p. 76): 
Eclecticism is the degree of zero of contemporary general culture: one listens 
to reggae, watches a western, eats McDonald’s food for lunch and local 
cuisine for dinner, wears Paris perfume in Tokyo and “retro” clothes in Hong 
Kong; knowledge is a matter for TV games.  It is easy to find a public for 
eclectic worlds (Lyotard, 1988, p. 76).   
Other evidence of eclecticism in postmodern culture includes the variety of 
appearance styles visible in society (Kaiser, 2005).  Unlimited range of choices for 
appearance management products is available to consumers in postmodern society (Kaiser, 
2005).  Endless apparel assortments are provided to consumers in an endless array of stores, 
as well as online stores (Eicher, 1995).  Eclecticism is evident not only in the endless 
appearance management product choices, but also in the endless ways of mixing and 
matching among these choices (Kaiser, 2005).   
Eclecticism encourages postmodern consumers to express themselves in unique, 
different, and innovative ways (Kaiser, 2005).  However, the endless range of options for a 
product might give consumers discomfort and stress due to choice overload and uncertainty; 
thus eclecticism can lead to ambiguity and ambivalence (Kaiser, 2005).  Postmodern 
eclecticism supports individualism and celebrates diversity in its array of choices, but also 
can lead to confusion and stress due to ambiguity and ambivalence (Kaiser, 2005).   
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Postmodern fashion and ambivalence 
Merriam-Webster OnLine Dictionary (March, 8, 2006) defines ambivalence as 
“simultaneous and contradictory attitudes or feelings toward an object, person, or action.”  
When people experience ambivalence, they feel tension and discomfort because the two 
different emotions or attitudes are pulled in opposite directions (Kaiser, Nagasawa, & 
Hutton, 1995).  Individuals experience ambivalence from the contrast and interplay of
cultural identities (e.g., “young versus aging”, “masculinity versus femininity”, “androgyny 
versus sex-typed”, “work versus play”, and “domesticity versus worldliness”) (Davis, 1992).  
According to Davis (1988), ambivalences that individuals experience from their 
identities affect fashion.  Fashion designers play with identity ambivalences by emphasizing 
one over the other or juxtaposing them (Davis, 1992).  Davis (1992) suggests that from basic 
identity ambivalences designers derive stimulation, and from the resulting designs, social fit 
is achieved by consumers who participate in the visual articulation of cultural stabilities and 
instabilities.  Thus, fashion and its meaning or the code of fashion changes constantly as 
“cultural ambivalences” stimulate individuals to try out new appearances and inspire 
designers to create new styles as well (Kaiser, 2005).  Ambivalence thus helps to fuel the 
fashion progress.   
In postmodern culture, fashion embodies culture, politics, economics, science, and 
morals (Kellner, 1989b).  Cultural ambivalences shape fashion in postmodern culture (Kaiser 
et al., 1995).  Baudrillard (1981) proposed that postmodern fashion aesthetics do not 
categorize neatly into two opposites such as beauty and ugliness or old and new.   
Ambivalence between opposites is desirable in postmodern fashion (Baudrillard, 1981).  For 
instance, punk style mixed two opposites (ugliness and sexiness) to create ambivalences 
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(Baudrillard, 1981). 
Postmodern fashion and ambiguity 
When a person cannot easily understand the meaning of an appearance because the 
appearance signifies conflicting or incongruent messages, the meaning of the appearance 
becomes ambiguous to the person (Kaiser, 1990).  An appearance always sends multiple 
nonverbal messages and symbolic meanings (Davis, 1985).  Thus, a certain amount of 
ambiguity is usually present due to the limitations and undercoding of nonlinguistic 
communication through appearance (Davis, 1985).   
New appearance management products are more ambiguous because perceivers of are 
not familiar with the symbolic messages of the new products (Davis, 1985).  Kaiser et al. 
(1995) proposed that a moderate amount of ambiguity in an appearance stimulates a 
perceiver and is more attention-grabbing compared to a straightforward appearance.  On the 
other hand, when an appearance has multiple meanings and they are too ambiguous for a 
perceiver to bear, the perceiver feels confused and uncomfortable, or the perceiver needs to 
work too hard to decode the meaning.  The appearance is less likely to be perceived as 
fashionable. 
In modern culture, individuals had rules about how to manage appearance and 
followed designers' ideas about how to coordinate items (Kellner, 1989b).  They usually 
wore coordinated outfits for specific settings (Henderson & DeLong, 2000).  Thus, their 
appearances usually clearly showed their social and economic class, gender, age, and 
sometimes other occupational and personal characteristics.  Modern consumers preferred 
their appearances to be univocal rather than ambiguous to others (Kaiser, Nagasawa, & 
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Hutton, 1991).  People were more comfortable to be recognized (social class, occupation) 
through their appearance to others as they were used to an organized classification system.   
Kellner (1989b) points out that postmodern consumers, on the other hand, use 
appearance management products for the sake of style itself rather than social 
appropriateness and labeling.  Postmodern consumers subdue expression of economic 
differences; thus, there are no longer clear appearance differences between upper class and 
lower classes (Henderson & DeLong, 1995).  Postmodern fashion appropriates appearance 
styles from various periods, cultures, and classes rather than sticking with one particular style 
that top designers create (Kellner, 1989b).  Due to the global market, information technology, 
and the media, postmodern consumers are much more exposed to different cultures and also 
have multiple choices for fashion products in the marketplace (Morgado, 1996; Kaiser, 
2005).  They sometimes face an overwhelming array of options just for one product choice 
(e.g., various lengths, colors, and silhouettes for a skirt).  Therefore, it is not so clear which 
style or appearance is fashionable or socially appropriate to postmodern consumers, as there 
are no clear rules of how to look (Kaiser, Nagasawa, & Hutton, 1991).  Individuals'
appearances have become more ambiguous in postmodern society (Kaiser et al., 1995). 
Instrument Reliability and Validity 
A main purpose of this study is to establish reliability and validity of measure of 
postmodernity in consumers.  Reliability and validity explain the quality of an instrument 
(Huck, 2004).  Reliability indicates consistency, and validity refers to accuracy (Huck, 2004).  
The basic concept of instrument reliability is articulated in this following statement: “How 
consistent scores are for each individual from one administration of an instrument to another 
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and from one set of items to another (Fraenkel & Wallen, 2000, p. 176).”  On the other hand, 
instrument validity is related to the concept of using an accurate or useful instrument that 
measures what it was intended to measure (Fraenkel & Wallen, 2000).   
Reliability 
There are various techniques for measuring instrument reliability.  For this study, 
Cronbach’s alpha method will be used to estimate internal consistency of data or scores.  
Internal consistency means that the individual items of a measuring instrument have 
consistency of measuring the same thing (Huck, 2004). Reliability coefficients evaluate 
internal consistency of data, but not the instrument itself (Huck, 2004).  For example, when 
researchers use different samples that vary in gender, age, jobs, and other characteristics but 
use the same instrument, reliability coefficients can be varied for each sample (Huck, 2004). 
Researchers might employ an instrument that is quite reliable, but not valid (Fraenkel 
& Wallen, 2000).  An instrument may have good reliability of data, but that does not mean it 
is valid as well.  In other words, an instrument may have consistency of scores but might not 
measure what was intended to be measured (Fraenkel & Wallen, 2000).  Therefore, good 
quality instruments should show evidence of reliability and validity (Fraenkel & Wallen, 
2000). 
Validity 
There are three different types of validity -- content, criterion, and construct validity 
(Cronbach & Meehl, 1995).  Content validity is related to how comprehensive, logical, and 
appropriate the content and format of the instrument is at measuring the intended variable; it 
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is also related to how adequately the sample of items represents the content to be assessed 
(Fraenkel & Wallen, 2000).  Content validity is assessed when the content or format of an 
instrument is examined by expert judges such as colleagues or professors who are experts in 
the topic that is being measured (Fraenkel & Wallen, 2000).  Expert judges should be the 
persons who are knowledgeable about the intended variable (Fraenkel & Wallen, 2000).   
Evidence of criterion validity is assessed by comparing scores on one instrument with 
scores on other relevant criterion measures.  The two scores should be acquired from the 
same respondents and examined through correlation between the measures (Cronbach & 
Meehl, 1955).  There are two types of criterion validity -- concurrent and predictive 
(Cronbach & Meehl, 1955).  The main difference between concurrent and predictive validity 
is the matter of time interval between the two instruments (Cronbach & Meehl, 1955; 
Fraenkel & Wallen, 2000).  Concurrent validity is obtained by getting scores on the two 
instruments nearly at the same time; predictive validity is assessed by getting scores on one 
instrument before gathering criterion scores, and having a time gap between the two tests 
(Fraenkel & Wallen, 2000). 
Construct validity was introduced by Cronbach and Meehl in the 1950’s (Cronbach & 
Meehl, 1955).  Construct validation takes place when an instrument reflects a particular 
theoretical attribute of a construct and measures how well the instrument depicts differences 
in the behavior of individuals, i.e., differences related to the construct (Cronbach & Meehl, 
1955; Fraenkel & Wallen, 2000).  Construct validity requires continuous study to get varied 
types of evidence including content and criterion validity (Cronbach & Meehl, 1955; 
Fraenkel & Wallen, 2000). 
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Factor analysis will be employed to obtain construct validity for this study.  Factor 
analysis is a statistical technique that identifies dimensions or factors within the measure 
(Huck, 2004).  The method looks for items that are related among each other to form a factor.  
If the themes captured in the items in a factor make theoretical sense, the factor is said to 
have construct validity.
Research Hypothesis 
This study proposes that criterion validity of the measure, Postmodern in Dress, will 
be evident by showing a positive relationship between with preference for postmodern dress 
styles.
H1: There is a positive relationship between perceptions of visual stimuli of postmodern  
       dress and scores on dimensions of the measure, Postmodern in Dress.
Objectives 
1. Generate belief and behavioral items of being postmodern in dress from the literature 
review and postmodern theories. 
2. Develop a second instrument, stimuli of postmodern dress, that are relevant to Gen Y 
college students. 
3. Obtain perceptions of visual stimuli of postmodern appearance and dress from a random
sample of Generation Y students.  Also, obtain their responses to the belief/behavior 
items. 
4. Test reliability and evaluate construct, criterion, and content validities of the two 
developed instruments. 
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5. Look at the relationships between the responses to postmodern visual stimuli and the 
scores on dimensions of the belief/behavior measure to test criterion validity of the 
developed measure. 
6. Examine postmodern characteristics of Generation Y as apparel consumers. 
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CHAPTER 3: METHODS 
This chapter consists of description of the methods and procedures of the pretest and 
the main data collection for the study.  A self-administered questionnaire was used to collect 
data to test the hypothesis and to generate items to develop a measure of being postmodern in 
dress consumption behaviors.  The instrument was developed based on the background 
literature.  Visual stimuli of postmodern dress were employed to obtain participants’ 
perceptions of the styles to test criterion validity of the measure of being postmodern in 
dress.  The data were analyzed using SPSS statistical software.  Descriptive statistics, factor 
analysis, and Pearson correlations were conducted. 
Data Collection Questionnaire 
The self-administered questionnaire was comprised of three parts: 58 ‘being 
postmodern in dress’ items, perceptions of 12 visual stimuli of postmodern appearance, and 
demographic items.  Demographic questions included information related to participants’ 
age, sex, major, year in school, citizenship, and marital status.  See Appendix B for the 
complete questionnaire. 
Generating scale items of being postmodern in dress as a pilot study 
According to Henderson and Delong (2000), some application of postmodern 
expression through dress has been generated in theory.  However, there are no developed 
scales to measure postmodern expression in dress.  Therefore, it was necessary to generate 
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measurement items of being postmodern in dress from the background literature.  Items were 
primarily based on themes in the Morgado (1996) and Henderson and Delong (2000) articles. 
The researcher constructed items related to subdimensions of the measure according 
to characteristics of postmodern fashion that Morgado (1996) described.  The subdimensions 
are “rejection of authority”, “death of progress”, “decentering”, “heterotopia”, “suspicion of 
narratives”, “bricolage/pastiche” and “radical incommensurability”, “deconstruction”, 
“random play of signifiers”, and “death of art”.  The researcher also generated some items of 
the measure from characteristics of modern fashion and postmodern fashion described in 
Morgado’s article (1996, p. 45-48).  The researcher added items related to one more 
dimension in the literature, i.e., malleable bodies.  Items were based on Bordo’s (1993) 
article, “Material Girl,” in her book Unbearable Weight.   The last subdimension of the 
measure, hyperreality was generated from the literature review.     
Henderson and Delong (2000) divided their sample into two major categories, mass 
market shoppers vs. alternative and cross shoppers in their qualitative study.  According to 
Henderson and Delong (2000), cross-shoppers select dress items from multiple sources and 
alternative shoppers create their own look by buying only at used or vintage clothing stores 
and customizing purchased clothing items (p. 241).  From the findings of the interviews, 
Henderson and Delong (2000) made a conclusion: 
The mass market shopper perceives ‘style’ on a macro level.  She values the 
unified whole, an ensemble of clothes that are currently fashionable and a 
change in appearance from day-to-day.  In contrast, the cross and alternative 
shopper views clothing on a micro, or individual basis.  She values each 
separate clothing item and enjoys repeat wearing of one item or one ensemble 
(p. 249). 
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Therefore, from the Henderson and DeLong in-depth interview conversations with 
cross or alternative shoppers, the researcher was able to generate some of the 
measurement items of being postmodern in dress for the study. 
Fifty-eight being postmodern in dress consumption behavior and belief items 
were included in the questionnaire.  The items were measured using 7-point Likert 
scales ranging from “1” (strongly disagree) to “4” (neutral) to “7” (strongly agree).  
See Table 3.1 for the being postmodern in dress items. 
  Table 3.1.  Being postmodern in dress measure items 
Subdimension Item 
Rejection of
authority 
> I usually wear coordinated outfits and accessories. 
> I always consider appropriateness of dress for event, time, and place. 
> I like dressing in coordinated sets from the same brand. 
> I enjoy looking different or unique from others. 
> I create new outfits by mixing and matching. 
> I like to buy or wear something that is totally original. 
> I like to buy and wear outfits exactly the same as they are displayed on a
   mannequin in a store.
> I usually get new styles from people around me rather than from fashion   
   magazines such as Vogue, Elle, and Glamour.  
> I mix and match pieces from different designers and stores. 
> I mix different price levels in one outfit (i.e., Target with Ralph Lauren). 
Death of 
progress 
> I like to wear vintage clothing. 
> I enjoy wearing recycled styles from past decades. 
> I never wear styles from previous periods (40s or earlier, 50s, 60s, 70s).
> I like to mix various periods in one outfit.
Decentering > I like to accent my outfits with ethnic aesthetic details. 
> I like to wear clothing which has ethnic themes or materials. 
> I like to wear clothing styles borrowed from subcultural groups (i.e., bikers,  
rappers, etc.) 
> I like to wear T-shirts that have messages written for subcultural groups.  
> I like to wear clothing embellishments such as anti-apartheid leaflets pinned or  
   clipped to clothing. 
Heterotopia > I like to try various styles (e.g., classic style, hip hop style, sporty style, punk
   style, or gothic style) rather than wearing the same style all the time. 
Suspicion of
narratives 
> I usually wear dress that shows my social and economic status. 
> I don’t wear dress items that show off the label. 
> I usually wear dress that shows my ethnic background. 
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Table 3.1. (Continued) 
> I usually buy prestige branded clothing in order to show my social status. 
> I like it when women wear men’s suits, big suits that they don’t tailor down to
fit.  
> I like unisex (androgynous) styles. 
Bricolage/Pasti-
che & Radical 
Incommensura-
bility 
> I like to wear something funny to be noticed. 
> I like to have surprise elements consisting of clothing items worn out of context
(e.g., event, season, holiday, or historical time period). 
> I like to wear clothing to shock people. 
> I like to wear unconventional combinations of styles and fabrics. 
> I like to wear clothing items that have one color in common (i.e., prints with
   matching solids). 
> I feel awful when I don’t match.
> I never mix two prints. 
> I like to match dress items that have multiple colors and prints simultaneously. 
> I can’t picture myself wearing flowered pants with a plaid shirt. 
> I like to combine weird textures together and/or weird colors. 
Deconstruction > I have worn clothing inside out.   
> I have intentionally mis-buttoned. 
> I have worn underwear as outerwear. 
> I have my own signature style in clothing.
> I like to alter clothing to suit my unique aesthetic preferences. 
> I like to wear stuff that does not go together at all. 
> I like to wear multiple layers. 
> I like to wear clothing that has seams on the outside of clothing. 
> I like to wear unraveled sweaters or sleeves. 
> I like to wear dress items that are torn.   
Death of art >I try to buy cheaper imitations of well-known designers’ styles. 
>I can guess whether it is expensive original designers’ dress or imitations just by
  looking at a stranger’s dress. 
Malleable 
bodies 
> I have had plastic surgery or would like to in the near future. 
> I believe I can change my body form easily by using plastic surgery or other  
   chemical or medical technologies. 
> I can’t picture myself having multiple body piercings. 
> I like tattoos. 
> I would like to get a tattoo. 
> I like face piercings. 
> I think body piercings make my body more attractive.  
Hyperreality > I do not care whether dress items are imitations or originals. 
> I like to buy or wear fake rather than real designer dress items (e.g., fake 
designer bags). 
> I enjoy browsing for apparel items online.
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Visual stimuli and scale items 
Initially, about 80 pictures of postmodern dress were selected from popular fashion 
magazines such as Elle, Vogue, Teen Vogue, and Teen Elle and from websites showing 
alternatives to mainstream fashion (i.e., tattoos, piercings).  Many pictures of dress were 
considered to choose a variety of pictures that illustrated postmodern characteristics.  Three 
Textiles and Clothing researchers assisted in the selection of 22 pictures for the pretest.  
The online pretest survey was conducted to select a smaller set from the visual stimuli 
that was rated more positively and showed a variety of responses (variance). Target sample 
of the pretest was female students, at least 18 years old and under 26 years old.  The pretest 
was conducted outside of the class setting.  The researcher approached students in random
order at the library and the student union on the campus of a Midwestern university.  The 
researcher asked students for voluntary participation in the pretest and explained the purpose 
and procedure of the pretest briefly; at the same time, she also handed out a flyer.  The 
pretest flyer (see Appendix E) included a website address of the pretest and descriptions of 
the pretest study and incentives.  Potential participants were asked to give their email 
addresses to allow the researcher to send a reminder e-mail in case they lost the flyer or
forgot to participate.  About 25 potential participants wanted to participate in the pretest.  
They received the flyer and gave their e-mail addresses to the researcher.
Two days after the pretest invitation, a follow-up reminder e-mail was sent out to the 
potential participants, including the online pretest survey website address.  Two days before 
closing the pretest, the last reminder e-mail was sent out to participants.  A $5 gift card from
Starbucks was given to each participant as a thanks for pretest participation.   
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On the first page of the online pretest survey, participants were asked to read the pretest 
consent form (See Appendix A) and complete the subject signature section if they wanted to 
participate in the pretest voluntarily.  The pretest participation took about half an hour.  
Participants were asked to complete a survey about demographic information (i.e., age, 
gender, and major), and then asked to complete the perceptions of the visual stimuli of 
postmodern appearance questions related to the 22 pretest visual stimuli (See Appendix B, 1. 
Pretest questionnaire).  Participants could view large images of the stimuli by clicking on 
thumbnail photos.  The perceptions of the stimuli of postmodern appearance measure had 
three scale items to measure participants’ perceptions of each dress stimulus on 7-point
Likert scales ranging from “-3” (strongly disagree) to “0” (neutral) to “3” (strongly agree).  
See the Table 3.2 for the scale items of perceptions of visual stimuli. 
Table 3.2. Perceptions of visual stimuli scale items 
Item 
> The outfit is attractive 
> The outfit is cool 
> I would like to wear this. 
Sample and Procedure for Main Study 
The sample for the main study were female students who were between 18 and 26 
years old and attending a Midwestern university.  Both convenience sampling and random
sampling methods were employed.  For the convenience sampling method, the researcher 
asked an instructor for permission to announce the study to a class.  For the random
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sampling, an e-mail list of about 3,000 female students currently enrolled at a Midwestern 
university was purchased.   
The convenience sample of 25 students were informed about the online survey by the 
instructor for class extra credit opportunity.  For the convenience sample, the online survey 
was linked to their class website, and about two weeks were given for students to participate 
for earning extra class credit. 
The random sample of 3,000 students were contacted via e-mail.  The initial e-mail 
was sent out to ask for their voluntary participation in this study.  The first e-mail included 
information on the purpose of the study, study procedures, incentives, and a link to the online 
survey.  The online survey was available for two weeks.  A first reminder e-mail was sent out 
three days later to increase the response rates.  The final reminder was sent out a few days 
before closing the survey.  As incentives to participants, the participants’ names were entered 
into a drawing for three gift cards, worth $30 from Target, $30 from Starbucks, and $50 from
Banana Republic. 
The online survey had the consent form (see Appendix A) and the subject signature 
section on the first page, similar to the pretest online survey.  Participants from both 
convenience and random sampling were asked to read the consent form first and complete 
the signature section if they wanted to participate in the study voluntarily.  Participants were 
asked to complete questions about their dress consumption behaviors and beliefs (the 
postmodern in dress measure); to look at 12 pictures and rate their perceptions of the 
appearance of a person in each picture; and to complete demographic information (i.e., age, 
gender, and major).  The online survey participation took about 30 minutes.   
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Approval for the Use of Human Subjects 
Consent forms (see Appendix A), data collection questionnaire (see Appendix B), 22 
visual stimuli photos, and application forms were submitted to and approved by the Iowa 
State University Human Subject Review Committee (see Appendix C).  The committee 
assured rights and welfare of the human subjects by voluntary participation, procedures that 
are of minimal risk to participants, and confidential data reporting procedures. 
Consent Forms 
Three different consent forms were developed for the pretest, random sample of the 
main data collection, and convenience sample.  The first page of the online surveys had the 
consent forms, asking participants to read and complete the subject signature section if they 
wanted to participate in the research (See Appendix A). The consent forms described the 
activity they would be engaging in and guaranteed voluntary participation, procedures that 
are of minimal risk to research participants, and the confidentiality of data reporting. 
Data Analysis 
Statistical Data were analyzed using SPSS statistical software.  Descriptive statistics, 
factor analysis, and correlation analysis were conducted. 
Descriptive statistics 
Descriptive analysis was focused on participants’ demographic information.  
Frequencies, percents, and means were used for descriptive statistics.  Also, descriptive 
analysis such as histograms and the coefficient of skewness were used to examine 
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distributions of scores.  Standard deviations were assessed to measure variability of the 
scores.   
Construct validity and reliability 
Exploratory factor analysis was conducted to assess construct validity of the 
postmodern measure (Cronbach & Meehl, 1995).  The 58 postmodern in dress measure items 
were subjected to exploratory factor analysis with varimax rotated, principal components 
analysis to explore the dimensionality of the measure.   
The graphical scree test was examined to determine how many factors to extract 
initially.  Theoretical sense of the combined higher loading items was also used to determine 
number of factors.    Items loading .50 and higher and with acceptable reliability were 
summed as a score that represented the respective dimensions.    Internal reliability of each 
factor sum was assessed using Cronbach’s standardized alpha.  A Cronbach’s alpha of .70 or 
higher indicated acceptable reliability of multiple items within a factor sum (Nunnally, 
1978). 
Criterion validity 
Pearson correlations were conducted to assess the correlation between scores of the 
four factors of the postmodern measure and the scores of the summated variable of the visual 
stimuli to examine criterion validity of the belief/behavior postmodern measure (being 
postmodern in dress). 
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CHAPTER 4: RESULTS 
This chapter presents the results of analyses of the research data.  First, the pretest 
analyses were performed using descriptive statistics in order to select 10 to 15 photos that 
had a variety of normally distributed responses.  Demographic description of the pretest 
sample was also obtained by the SPSS descriptive statistics.  For the main data collection, 12 
photos were selected as visual stimuli based on the pretest analyses results.  The main data 
analyses were conducted to assess data sample characteristics, construct validity of the 
postmodern measure, reliability, and criterion validity.  Distribution and variability of the 58 
postmodern measure items was explored by using descriptive statistics.  Exploratory factor 
analyses were used to assess construct validity of the measure.  The internal reliability of the 
postmodern measure was assessed using Cronbach’s standardized alpha.  Pearson correlation 
analyses were performed to examine the criterion validity of the postmodern measure.  The 
relationships among the four factors and between the demographic variables and the factors 
were analyzed by employing Pearson correlation coefficients.   
Pretest Analysis 
Sample characteristics
In Table 4.1, a demographic profile of the pretest sample is summarized.   The pretest 
participants were a random sample of 20 female students who were currently enrolled during 
the summer semester at a Midwestern university.  The participants’ ages ranged from 19 to 
23, with a mean of 20.55.  All of them were U.S. citizens and single.  About 20% of 
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participants were freshmen; 25% were sophomores; 25% were juniors; and 30% were 
seniors.  Most participants were from the College of Business (30%), Design (20%), and 
Human Sciences (20%), followed by participants from the College of Liberal Arts and 
Sciences (15%) and Engineering (5%). 
Table 4.1. Demographic profile of the pretest sample 
Variable Description Frequency Percent (%) a
Age  
(M = 20.55) 
19 
20 
21 
22 
23 
5 
6 
6 
1 
3 
25 
30 
25 
5 
15 
Sex Female
Male
20 
0 
100 
0 
Class 
Standing
Freshman 
Sophomore 
Juniors 
Senior
Graduate 
4 
5 
5 
6 
0 
20 
25 
25 
30 
0 
Majors Business 
    Business 
    Management 
Marketing
Design
Human Sciences
   Education 
   Family Finance 
   Textiles and Clothing
Liberal Arts and Sciences
   Journalism and communication 
   Music Education 
   Political Sciences
6 
3 
1 
2 
4 
5 
1 
1 
3 
4 
2 
1 
1 
30 
20 
25 
20 
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Table 4.1. (Continued)
Citizenship 
Engineering 
US citizen 
Non-US citizen
1
20 
0 
5 
100 
0 
Marital 
Status 
Single
Married
20 
0 
100 
0 
a Sum of percents may not be equal to 100 due to missing data. 
Descriptive analysis of the visual stimuli responses 
Descriptive statistics were performed to choose visual stimuli that received a variety 
of responses.  The mean scores of responses to each visual stimulus showed which photos 
were more favored.  Each visual stimulus score was the summation of the three items.  Table 
4.2 shows the means from the highest to the lowest and the standard deviations of the visual 
stimuli scores.  Frequency tables and histograms were examined in order to evaluate 
distribution of the responses to each visual stimuli questionnaire items.  Twelve photos were 
selected out of 22 as the visual stimuli that had fairly normally distributed and varied 
responses.  Although visual stimulus 3, 13, 19, and 15 had higher means, they did not have a 
variety of scores or their distributions were too positively skewed; thus, they were not 
selected for the main study (see Appendix D for histograms of the 22 stimuli).  Therefore, a 
total of 12 photos that had a variety of responses were selected as visual stimuli for the main 
data collection.
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Table 4.2. Means and Standard Deviations of 22 Visual Stimuli (n = 20)
Visual Stimuli Number 
 
M SD 
3 17.40 2.56 
13 15.45 4.89 
19 14.85 5.32 
4 14.65 4.43 
15 13.95 5.77 
21 13.15 5.21 
8 13.1 5.52 
22 12.35 4.79 
18 11.75 4.85 
12 11.75 5.58 
20 11.75 6.37 
11 11.3 4.61 
17 11.05 5.32 
2 10.85 4.63 
5 10.8 5.41 
14 10.1 5.77 
6 8.25 4.10 
1 8.15 5.51 
9 8 5.10 
7 6.45 3.58 
10 6.2 3.30 
16 5.7 4.19 
Note: Stimuli are bolded if selected for the main study. 
 
Main Research Data Analyses 
Demographic profile of the sample 
 A total of 431 usable questionnaires out of the returned 473 surveys were analyzed.  
The 19 returned questionnaires from the convenience sample of a Textiles and Clothing class 
were included in the returned 473 surveys.  From the 473 returned: 1) Five questionnaires 
were discarded because participants were male.  2) Four participants’ responses were not 
usable because they did not answer the gender questionnaire item.  3)  Another 33 
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questionnaires were discarded because they were not U.S. citizens, and 3 did not state their 
citizenship. 
The participants providing usable data were female and U.S. citizens.  Their ages 
placed them in Generation Y.  The ages of participants ranged from 18 to 25, with a mean
21.50 years, normally distributed.  The majority of the participants were from the C
Liberal Arts and Sciences (32.48%) and College of Human Sciences (21.3%), followed by 
graduate stud
, Design (7.2%), Agriculture (1.9%), and Veterinary Medicine (1.4%).  The remain
1% did not state major, were employed as a professional in Veterinary Medicine, or had 
general or interdisciplinary majors.   
Most participants were seniors (52%), followed by juniors (22.3%), graduates 
(17.6%), sophomores (6%), and freshman (1.9%).  Although a random sample of 3000 
female students were contacted, it was more likely for juniors, seniors, or graduate students 
to enroll in the summer semester.  Participants’ demographic characteristics are summariz
in Table 4.3. 
 4.3. Demographic Profile of the Sample
Variable Description Frequency Percent (%
Age 18 
19 
20 
21 
22 
9 
33 
69 
133 
82 
2.1 
7.7 
16.0 
30.9 
19.0 
 of 
ollege of 
ent participants from various departments -- Business (10.4%), Engineering 
(8.8%) ing 
ed 
Table
a ) 
23 
24 
25 
46 
33 
26 
10.7 
7.7 
6.0 
Gender Female 
Male 
431 
0 
100 
0 
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Table 4.3. (Continued)
Class Standing Not Stated 
Freshman
Sophomore 
Juniors 
Senior 
Graduate
1 
8 
26 
96 
224 
76 
.2 
1.9 
6.0 
22.3 
52.
17.6 
College Liberal Arts and Sciences 
Human Sciences
Graduate
Business 
Engineering 
Design 
Agriculture 
General 
Employee
Not Stated
3 
1 
1 
.7 
.2 
.2 
Citizenship US citizen
Non-US citizen
431 
0 
100 
Martial Status Single
Married 
400 
31 
92.8 
7.2 
a Sum of percents may not be equal to 100 due to missing data 
Descriptive analysis of the 58 “being postmodern in dress” items 
Descriptive analyses such as means, standard deviation, skewness, kurtosis, and 
histograms were performed to examine the distributions of the 58 item scores and variability 
of the scores. Table 4.4 presents means, standard deviations, skewness, and kurtosis of the 58 
postmodern items.  See Appendix F for all the 58 histograms and Table 4.4 providing 
descriptive analysis results of the 58 postmodern items.  Most of the items had coefficients of 
skewness between -1.0 and 1.0, indicating that skewness was not extreme.  Although some
items were skewed either to the left or right, responses included a variety of scores.  A few of 
the item ratings, such as V15, V22, and V49 were highly skewed to th
Veterinary Medicine 
140 
92 
66 
45 
38 
31 
8 
6 
32.5 
21.3 
15.3 
10.4 
8.8 
7.2 
1.9 
1.4 
e left or right.  For the 
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V15 ite ith 
e to in 
f 
 the line was almost flat from the sixth factor on.  First, five factors 
ere extracted and then four factors.  The four factors were conceptually clearer and more 
ve factors.  Table 4.5 presents the factor items and their factor loadings.  
The fou
m, “I have worn underwear as outerwear,” most participants strongly disagreed w
the statement.  The V22 item was “I can’t picture myself wearing flowered pants with a plaid 
shirt,” most participants strongly agreed with the statement.  Both V15 and V22 items were 
not included in the four factors.  However, 49, “I have had plastic surgery or would lik
the near future,” was included in the second factor, labeled Brand Name and Rule Oriented.  
The reliability of the second factor was above .70 and alpha of the second factor decreased i
the plastic surgery item was deleted from the factor. Most participants strongly disagreed 
with the item, however.
Factor analysis 
Exploratory factor analysis was performed to examine the construct validity of the 
postmodern measure (Cronbach & Meehl, 1995).  Principal components factor analysis with 
varimax rotation was employed to determine the dimensionality of the 58 questionnaire items
and to reduce the number of variables.  The scree plot test was performed to determine the 
number of factors to extract (see Appendix G for the scree plot graph).  The graph of 
eigenvalues showed that
w
distinctive than fi
r factors explained 36.07 percent of the total variance.  A total of 26 out of the 58 
postmodern items were excluded because of factor loadings lower than 0.5. 
 51
 Table 4.5. Factors of Being Postmodern in Dress 
Factor Loadings
Factor Title and Items Factor
1 
Factor 
2 
Factor
3 
Factor 
4 
Preference for Uniqueness
V2. I enjoyed wearing recycled styles from past  
decades. 
V7. I enjoy looking different or unique from others. 
V11. I like to wear stuff that does not go together at
  all. 
V12. I like to wear vintage clothing. 
V14. I like to have surprise elements consisting of  
  clothing items worn out of context (e.g., event,
  season, holiday, or historical time period).
V18. I like to wear clothing styles borrowed from
  subcultural groups (i.e., bikers, rappers, etc.). 
V24. I like to buy or wear something that is totally
  original. 
V31. I like to wear clothing to shock people. 
V35. Unconventional combination 
V36. I like to combine weird textures together and
  weird colors. 
V39. I like to match dress items that have multiple  
  colors and prints simultaneously.
V41. I like to wear something funny to be noticed. 
V45. I like to mix various periods in one outfit. 
V50. I like to alter clothing to suit my unique
  aesthetic preferences. 
V51. I like to try various styles (e.g., classic style,  
  hip hop style, sporty style, punk style, or gothic 
  style) rather than wearing the same style all the  
time. 
    V58. I like to wear clothing which has ethnic themes  
  or materials.
     Cronbach’s alpha = .905 
     Eigenvalue = 9.05 
Variance explained = 17.77%
.568 
.596 
.660 
.675 
.633 
.487 
.523 
.598 
.702 
.751 
.607 
.549 
.656 
.532 
.491 
.516 
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   Table 4.5. (Continued)
Brand and Rule Oriented
V16. I like dressing in coordinated sets from the  
 same brand. 
V21. I usually wear dress that shows my social and   
 economic status. 
V33. I don’t care whether dress items are imitations
 or originals. 
V48. I can guess whether it is expensive original  
 designers’ dress or imitations just by looking at 
 a stranger’s dress. 
V49. I have had plastic surgery or would like to in  
the near future. 
V53. I usually buy prestige branded clothing in order 
to show my social status. 
Cronbach’s alpha = .737 
     Eigenvalue = 4.22 
Variance explained = 7.82% 
Shopping Flexibility
V17. I mix different price levels in one outfit (i.e.,  
Target with Ralph Lauren). 
V19. I create new outfits by mixing and matching. 
V34. I mix and match pieces from different
 designers and stores. 
V43. I like to wear multiple layers. 
Cronbach’s alpha = .692
Eigenvalue = 3.87 
Variance explained = 5.55% 
.514 
.527 
-.665 
.604 
.495 
.770 
.630 
.577 
.641 
.515 
Desire for Body Modification
V23. I think body piercings make my body more    
 attractive. 
V26. I would like to get a tattoo.
V38. I like face piercings.
V42. I can’t picture myself having multiple body
 piercings. 
V52. I like tattoos.
Cronbach’s alpha = .842
Eigenvalue = 3.79 
Variance explained = 4.93% 
.775
.773
.667
-.654
.777
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Descriptive analysis results of visual stimuli items 
Responses to 12 visual stimuli were rated on the perceptions of visual stimuli scale 
items.  They were ‘the outfit is attractive’, ‘the outfit is cool’, and ‘I would like to wear this’.  
Reliability analyses for the three scale item ratings of the 12 visual stimuli were performed 
by employing Cronbach’s alpha.  Each of the 12 pictures had Cronbach’s alpha values above 
.90 for the three scale items.  Thus, reliabilities of ratings of the12 pictures were considered 
adequate.  Sums of the three ratings across all 12 pictures were used a composite Visual 
Stimuli score.  See the Table 4.6 for the alpha values. 
Table 4.6. Responses to 12 Visual stimuli perception scales
Visual stimuli  Cronbach’s Alpha Mean a SD
12 .956 4.31 1.60 
2 .911 4.06 1.55 
11 .948 3.79 1.69 
4 .945 3.71 1.68 
1 .912 3.54 1.53 
9 .932 3.39 1.76 
5 .939 3.21 1.66 
7 .945 3.20 1.63 
10 .958 3.19 1.81 
8 .953 3.18 1.71 
6 .937 2.72 1.61 
3 .950 2.66 1.71 
a Means are summed scores of the visual stimuli three scale item ratings.
Criterion analysis 
Pearson correlation analysis was conducted to examine criterion validity of the being 
postmodern in dress behavior and belief measure.  Correlation between the summated scores 
of the four factors and the summated score of the visual stimuli items were examined to 
assess the validity coefficient (See Table 4.7).  Sums of strongly weighted items on each 
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factor (.5 and above) were summed to create scores for each factor.  The analyses yielded 
three significant relationships out of four correlations at a significance level of .01.   
Significant positive correlations between Preference for Uniqueness and Visual 
Stimuli was found (r = .50, p<.01).  Shopping Flexibility was also correlated with Visual 
Stimuli (r =.28, p< .01).  There was significant positive relationship between Desire for Body 
Modification and Visual Stimuli (r = .33, p< .01).  However, there was no significant 
correlation between Brand and Rule Oriented and Visual Stimuli (r = -.06, p = .27).    
Since the three factors, Preference for Uniqueness, Shopping Flexibility, and Desire 
for Body Modification, had positive correlations with the visual postmodern stimuli, scores 
of the three factors were summed as a variable.  The summated score of the Postmodern 
variable and the summated score of the Visual Stimuli were examined for correlation.  
Significant positive correlation between the Postmodern variable and the Visual Stimuli was 
found (r = .56, p<.01).  Correlation coefficients between each visual stimulus and the 
Postmodern variable were assessed (see Table 4.8).  All of the 12 visual stimuli had 
significant positive relationships with the Postmodern variable either at the .05 or .01 level.   
Therefore, these statistically positive correlations strongly support Hypothesis 1:  There is a 
positive relationship between perceptions of visual stimuli of postmodern dress and scores on 
dimensions of the measure, Postmodern in Dress.  Construct and criterion validity of the two 
measures was evident. 
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Table 4.7. Correlations between the four factors and the visual stimuli  
**p < .01 
Variables 1 2 3 4 5 
1. Visual Stimuli ─
2. Preference for Uniqueness .50** ─
3. Brand and Rule Oriented -.06 -.03 ─
4. Shopping Flexibility .28** .26** -.001 ─
5. Desire for Body Modification .33** .35** .036 .091 ─
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CHAPTER 5: DISCUSSION AND CONCLUSIONS 
The purpose of the research was to develop both a measure of being postmodern in 
dress, based on the literature review, and visual stimuli of postmodern styles to test validity 
and reliability of the measures.  Postmodern dress characteristics were generated 
conceptually in previous studies such as Morgado’s (1996).  Also, Henderson and DeLong 
(2000) explored postmodern dress consumption behaviors by conducting in-depth interviews 
with 15 participants.  The present study developed two different types of quantitative 
measures that assess postmodern dress consumption behaviors.   
Based on the literature review, 58 items were generated to measure how postmodern 
individuals are in dress.  The researcher also collected pictures of dress that had postmodern 
characteristics.  Textiles and Clothing researchers assessed content validity of the 58 items 
and visual stimuli.  To assess construct validity of the postmodern in dress measure, factor 
analysis and Pearson correlation were performed on the data collected from a random sample 
of female students who were between 18 and 26 years old.  Four dimensions of the measure 
were obtained from the factor analysis.  Evidence of criterion validity of the two measures 
was obtained from the correlation analysis results. 
The four factors of the “Postmodern in Dress” measure 
The first factor in the Postmodern in Dress measure, “Preference for Uniqueness,” 
was defined by 16 items.  The 16 items related to being unique or original in dress either by 
wearing unique or original items, borrowing recycled styles or sub-cultural styles, or wearing 
unconventional combinations of styles and colors.  Featherstone (1991) pointed out that 
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postmodern consumers resist uniformity but desire difference.  Postmodern consumers like to 
produce their own unique or signature styles rather than passively wearing styles only as 
envisioned by designers (Firat & Venkatesh, 1995).  In postmodern fashion, there is less 
clear distinction between high fashion and popular street fashion (Morgado, 1996).  
Postmodern consumers purchase items such as imitation designer brand bags or knock-offs 
of expensive designer styles.  They do not think it is crucial to have real or original 
designers’ items as they consume the meanings behind products and not the product itself 
(Derrida, 1970).  As postmodern consumers create their own styles by mixing and matching, 
it is less important to get coordinated sets from top designers.  
 The second factor, “Brand and Rule Oriented,” included six items related to having a 
coordinated look, showing economic or social status in dress, or caring whether dress items 
are imitations or originals.  Modernistic consumers tend to clearly signify social or economic 
class and wear dress that is coordinated in colors, textures, patterns, or styles according to 
traditional rules for aesthetic combinations (Kaiser, 1990; Keller, 1989b).  Modern fashion 
was influenced by top designers or high culture (Morgado, 1996) and high status brands were 
considered ideal.  These modern characteristics of dress are in contrast to the characteristics 
of postmodern dress described in Factor 1.   
 “Shopping Flexibility,” the third factor, included four items.  The items related to 
mixing and matching items of dress from different price levels, designers, or stores.  Most 
participants agreed at least slightly with the items.  One of the items was “I mix different 
price levels in one outfit (i.e., Target with Ralph Lauren)” and about 84% of the respondents 
agreed at least slightly with the statement.  Another item was “I create new outfits by mixing 
and matching,” and about 85% of the participants agreed at least slightly with the statement.  
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About 93% of the participants agreed at least slightly with the item, “I mix and match pieces 
from different designers and stores.”  According to Weiss (2003), Gen Yers tend to be less 
loyal to brands and more accepting of generic brands than previous generations.  They also 
tend to switch brands based on their mood swings (Weiss, 2003).  Generation Y learned to be 
independent shoppers at an early age because they tended to have both parents working 
outside the home (Bakewell & Mitchell, 2003).  Therefore, young adults are more likely to 
browse various stores at malls or online and mix and match pieces from different stores, 
brands, and price levels.  The last item of the third factor was “I like to wear multiple layers,” 
and about 83% of the participants agreed at least slightly with the statement.  Layering styles 
is trendy among Generation Y.  Although respondents tended to agree with the items of the 
third factor, they still had some variety in scores, producing a reliable measure.   
 “Desire for Body Modification” consisted of five items measuring beliefs about or 
behaviors toward modifying the body, including tattooing, face piercing, or multiple body 
piercings.  Bordo (1993) stated that postmodern consumers consider their bodies as malleable 
and plastic objects that can be transformed into desirable bodies.  According to Baudrillard 
(1983), the postmodern world is a world of simulacra, which means a world of surface 
without depth.  Media such as television and the internet create simulations or hyperreal 
images (Baudrillard, 1983).  Images or surfaces that can be directly seen are more 
emphasized than internal meanings in the postmodern world (Baudrillard, 1983).   
Simulations are evident in body surface management.  People spend a lot of time or money to 
take care of their body surfaces.  They use body spas, tanning, all sorts of body creams, leg 
sprays, body shimmer powders, and make-up to make their body surfaces more appealing.   
Other body surface modifications people use to make their body surfaces attractive are 
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tattooing, piercing, or plastic surgery.  The perfect, natural body is simulated and produced 
through endless processing of its surfaces. 
Criterion analysis results 
From the pretest results, twelve photos were selected as visual stimuli for the main 
data collection.  Each photo included one model or person wearing dress that had styling 
related to concepts in the literature review.  They were recycled or nostalgic styles, body 
modification such as tattooing or piercing, unconventional combinations of styles or fabrics, 
and deconstruction such as unfinished seams or edges showing on the outside of the garment.  
The 12 visual stimuli were chosen through several procedures in order to produce a visual 
basis for assessing criterion validity of the four dimensions of the being postmodern in dress 
questionnaire. 
Except the second factor that describes modernity in dress consumption behaviors 
and beliefs, the three other factors were correlated positively with liking of the visual stimuli.  
In other words, participants who rated the stimuli more positively were likely to agree with 
the items of the three factors that describe being postmodern in dress consumption.  The three 
factors were summed together in one variable, the postmodern in dress measure.  Positive 
Pearson correlation between the postmodern measure and the summated visual stimulus 
ratings supported the evidence of criterion validity of the postmodern in dress measure. In 
addition, every individual visual stimulus ratings had significant positive correlation with the 
postmodern variable.  Therefore, Hypothesis 1 was supported, as was criterion validity of the 
measures. 
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Limitations
The results should be evaluated in the light of several limitations.  First, although a 
random sample of Generation Y was used, there was a portion of Generation Y (between 12 
and 18 years old) that was not included in the sample.  Also, only women participated in this 
research.  Another limitation of the sampling method was that there were fewer freshman and 
sophomores and data from more juniors, seniors, and graduate students.  Although random
sampling of college students was conducted, students enrolled in the summer were more 
likely to be juniors or seniors who needed to graduate in the near future. Thus, the results 
may not be generalized to the U.S. Generation Y’s general population or to undergraduates at 
Iowa State University. 
Second, as this study used a questionnaire with 7-point scales without open ended or 
in-depth interviewing, it is not certain that participants would actually do the behaviors that 
they agreed with on the questionnaire.  Also, it is not certain whether they understand items 
clearly. 
Third, although visual stimuli items had high reliability and the 12 visual stimuli were 
chosen carefully, there were some limitations of the visual stimuli.  First, the models’ faces 
or backgrounds might have affected how participants perceived the visual stimuli.  For 
example, participants might have rated a stimulus higher if the model had a pretty face or 
was smiling, in contrast to more edgy looking faces or less-expressive faces. 
Fourth, the visual stimuli questionnaire items ask respondents to look at the outfit of 
the model in each visual stimulus.  The researcher used “outfit” instead of appearance to help 
participants not focus on the faces.  However, the word “outfit” might have misled 
participants not to look at tattoos or piercings on the model’s bodies.  Thus, that might affect 
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scores of visual stimuli questions like #15, #21, and #22.  Using “overall appearance” instead 
of “outfit” for the visual stimuli items may have been more accurate for the measure.   
Finally, based on the content, criterion, and construct validity of the measures, the 
researcher concluded that the instrument does measure postmodern dress consumption 
behaviors or beliefs about postmodern styles.  However, it is possible that they might 
measure other variables as both of the measures were not validated previously. 
Contributions of the Study 
This study contributes to the scholarship of postmodern consumer behavior and has 
methodological contribution to the scholarship of apparel and the dressed body.  The study 
included not only a review of literature related to postmodernism from various disciplines 
such as sociology, marketing, and textiles and clothing, but also included a quantitative 
inquiry to apply theoretical and conceptual understanding of postmodern theories to practical 
applications of postmodern theories.  Based on theoretical literature review and the 
qualitative results of Henderson and DeLong (2000), this study developed the Being 
Postmodern in Dress measure.  For the first time in Textiles and Clothing scholarship, this 
study attempted to develop quantitative measures of postmodern dress consumption 
behaviors and beliefs about postmodern dress.  Thus, it contributed to creating multiple ways 
of knowing postmodernism in dress.  Another contribution of this study is that it tested 
validity of measures. 
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Implications for Industry 
Generation Y has great purchasing power, but it has been a challenge for marketers or 
retailers to understand Generation Y because they tend to be skeptical consumers (Weiss, 
2003).  Thus, this study helps scholars and marketers understand Generation Y’s dress 
consumption behaviors and their beliefs toward postmodern styles.  
Retailers and marketers can use the measures or borrow some of the dimensions to 
examine the degree of postmodernism of their target markets.  Based on the degree of being 
postmodern of their target market, retailers and marketers can employ different marketing 
tactics.  For example, if their focus group tends to be more postmodern, marketers, retailers, 
or fashion magazine editors could display mix and match styles combined from different 
brands, stores, or price points in their catalogs, magazines, or their online shopping sites.  
Also, they can attract their target markets by giving tips and tactics on how to create mix and 
match or unique styles.  However, if their target groups tend to be more modern, retailers or 
marketers should include coordinated styles in their ads and catalogs.   
Virtual shopping malls can be popular among Generation Y as they tend to be flexible 
shoppers and like to browse online.  The virtual shopping mall should allow search for items
across different brands and stores and provide price comparison.  The virtual shopping mall 
should provide its own unique virtual models and allow mixing and matching of items on the 
models to create and see the unique styles.  Generation Y are likely to patronize the virtual 
shopping malls because they enjoy virtual entertainment and browsing online. 
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Future Research 
Expansion of the study can be conducted on different samples that include male, 
younger Gen Y consumers, ethnic groups, or other different market segments to further test 
validity of the measures.   
Comparison studies also can be conducted by comparing demographic differences.  
For example, comparison of postmodern dress consumption behaviors may find differences 
across Latino Gen Y vs. White Gen Y, Male Gen Y vs. Female Gen Y, or Gen Y vs. Baby 
Boomers.  In addition, how cultural differences might affect postmodern dress consumption 
behaviors may be found by studying different cultural groups such as Japanese Gen Y vs. 
U.S. Gen Y consumers. 
Additional dimensions of being postmodern in dress can be explored, and the items 
should be further refined.  In-depth interviews can be conducted using a sample of 
Generation Y to explore more items related to postmodern dress.  Other researchers should 
check face validity of the added items and exploratory factor analysis should be performed.  
Confirmatory factor analysis can be performed after several replicated studies are conducted.   
Different visual stimuli of postmodern styles can be developed.  They can be 
collected from different alternative magazines rather than popular magazines.  For example, 
different visual stimuli can be found from body modification and punk magazines and 
websites.  Also, visual stimuli of postmodern styles can be collected from what real young 
people on the street by conducting qualitative studies and taking photos or video taping the 
participants who wear dress that has postmodern characteristics.   
This research took an empirical approach to develop two different measures to help    
understand postmodern dress consumption behaviors and beliefs.  Future research with 
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inductive, deductive, or combined approaches is expected to expand understanding of 
consumers’ postmodern dress consumption behaviors. 
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1. PRETEST CONSENT FORM 
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Informed Consent Document
Title of study: Is Generation Y postmodern?
Investigators: Sunhee Park, Masters Student, 
Dr. Mary Lynn Damhorst, Associate Professor
This is a research study. Please take your time in deciding if you would like to
participate. Please feel free to ask questions via e-mail mailto:(sunhee@iastate.edu at 
any time. You must be female, at least 18 years old, and under 26 years old to 
participate in this study.
Introduction  
The purpose of this research is to investigate dress consumption behaviors of Generation 
Y. Generation Y includes people born between 1977 and 1994. Their population is almost 
as large in numbers as the Baby Boomers and has great purchasing power, estimated at 
$187 billion annually. You are being invited to participate in this study because you are 
one of Generation Y.  
Description of Procedures 
If you agree to participate in this study, your participation will last for about a half an
hour. During the study you may expect the following study procedures to be followed.
You will be asked to complete a survey about your demographic information (i.e., age,
gender, and major); you will be asked to look at 22 pictures and complete a survey 
about your perceptions of the outfit of each picture. You may skip any questions that 
you do not wish to answer or that make you feel uncomfortable.  
Risks 
There are no foreseeable risks associated with completion of this survey.  
Benefits 
There will be no direct benefit to you. It is hoped that the information gained in this 
study will benefit society in that understanding Gen Y’s postmodern dress consumption 
characteristics may help retailers and marketers attend to this market segment more 
efficiently. Theoretical understanding of postmodern consumer behavior will be 
enhanced.  
Compensation 
If you decided to participate in this study, you will receive a $5 gift card from Starbucks
for completing of this survey. 
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Participant Rights 
Your participation in this study is completely voluntary and you may refuse to participate 
or leave the study at any time. If you decide not to participate in the study or leave the 
study early, it will not result in any penalty or loss of benefits to which you are otherwise 
entitled.  
Confidentiality
Data will remain completely confidential. The primary investigator will use a protected 
password only, to access data from the web-based survey. Participant names will not be 
attached to the data or results. Results will be reported in summary form only. A third 
party, the administrator for online surveys, will separate records of participation from 
the data and then will e-mail data to the researcher. The separated record of
participation will used only for giving incentives to participants. After incentives are sent
to participants, the record will be deleted.
Questions or Problems 
You are encouraged to ask questions at any time during this study. If you have any 
questions contact Sunhee Park by e-mail: sunhee@iastate.edu or Mary Lynn Damhorst 
(mailto:(mldmhrst@iastate.edu). If you have any questions about the rights of research 
subjects or research-related injury, please contact the Human Subjects Research Office, 
2810 Beardshear Hall, (515)294-4556; austingr@iastate.edu or the Research 
Compliance Officer, Office of Research Compliance, 2810 Beardshear Hall, (515)294-
3115; dament@iastate.edu. Thank you for your time in completing the survey. 
Subject Signature 
By typing your name in the entry boxes below then pressing the submit button, you
indicate that you voluntarily agree to participate in this study, that the study has been 
explained to you, that you have been given the time to read the document and that your
questions have been satisfactorily answered. 
Name:
Submit
(Click Submit to continue on to the survey) 
Reset
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2. MAIN DATA COLLECTION CONSENT FORM 
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Informed Consent Document for Mailing List Recipients
Title of study: Is Generation Y postmodern?
Investigators: Sunhee Park, Masters Student in Textiles and Clothing
Dr. Mary Lynn Damhorst, Associate Professor
This is a research study. Please take your time in deciding if you would like to
participate. Please feel free to ask questions via e-mail 
(mailto:sunhee@iastate.edu?subject=mail survey question) at any time. You must be 
female, at least 18 years old, and under 26 years old to participate in this study.
Introduction  
The purpose of this research is to investigate dress consumption behaviors of Generation 
Y. Generation Y includes people born between 1977 and 1994. Their population is almost 
as large in numbers as the Baby Boomers and has great purchasing power, estimated at 
$187 billion annually. You are being invited to participate in this study because you are 
one of Generation Y.  
Description of Procedures 
If you agree to participate in this study, your participation will last for about a half an
hour. During the study you may expect the following study procedures to be followed.
You will be asked to complete a survey about your dress consumption behavior patterns; 
you will be asked to look at 12 pictures and complete a survey about your perceptions of
the outfit of each picture; you will be asked to complete about your demographic 
information (i.e., age, gender, and major); You may skip any questions that you do not 
wish to answer or that makes you feel uncomfortable.  
Risks 
There are no foreseeable risks associated with completion of this survey.  
Benefits 
There will be no direct benefit to you. It is hoped that the information gained in this 
study will benefit society in that understanding Gen Y’s postmodern dress consumption 
characteristics may help retailers and marketers attend to this market segment more 
efficiently. Theoretical understanding of postmodern consumer behavior will be 
enhanced.  
Compensation 
If you decided to participate in this study, you could win either $50 gift card for Banana 
Republic, $30 gift card for Target, or a $30 gift card for Starbucks.  
Participant Rights 
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Your participation in this study is completely voluntary and you may refuse to participate 
or leave the study at any time. If you decide to not participate in the study or leave the 
study early, it will not result in any penalty or loss of benefits to which you are otherwise 
entitled.  
Confidentiality
Data will remain completely confidential. The primary investigator will use a protected 
password only, to access data from the web-based survey. Participant names will not be 
attached to the data or results. Results will be reported in summary form only. A third 
party, the administrator for online surveys, will separate records of participation from 
the data and then will e-mail data to the researcher. The separated record of
participation will be used only for giving incentives to participants. After incentives are 
sent to participants, the record will be deleted.
Questions or Problems 
You are encouraged to ask questions at any time during this study. If you have any 
questions contact Sunhee Park (sunhee@iastate.edu), or Mary Lynn Damhorst 
(mldmhrst@iastate.edu). If you have any questions about the rights of research subjects 
or research-related injury, please contact the Human Subjects Research Office, 2810 
Beardshear Hall, (515)294-4556; austingr@iastate.edu or the Research Compliance 
Officer, Office of Research Compliance, 2810 Beardshear Hall, (515)294-3115; 
dament@iastate.edu. Thank you for your time in completing the survey.
Subject Signature 
By typing your name in the entry boxes below then pressing the submit button, you
indicate that you voluntarily agree to participate in this study, that the study has been 
explained to you, that you have been given the time to read the document and that your
questions have been satisfactorily answered. 
Your first name:
Your last name:
Submit
(Click Submit to continue on to the survey) 
Reset
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APPENDIX B: DATA COLLECTION QUESTIONNAIRES 
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1. PRETEST QUESTIONNAIRE 
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
 
 
 
 
 
 
 
 
 
Note: After completion of data collection, visual stimuli photos on the questionnaire were  
          edited for publication.  Models’ faces were cut off from the photos. 
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Part I. General Background Information 
The following questions ask for information about yourself.  
Please answer the questions or check the item that describes you best. 
1. What is your age?   years 
2. You are: Male    Female  
3. What is your major?  
4. What is your classification?  
Freshman 
Sophomore 
Junior 
Senior  
Other (please specify ) 
5. Are you a U. S. citizen?   Yes   No 
6. What is your martial status?   Single  Married     
Part II. Visual stimuli questions  
There are 22 pictures below. The following questions concern your general responses to 
the outfit worn by the person in each photo. Select the value that best describes your 
answer. Use the following scale: 
-3 = strongly disagree 
-2 = disagree 
-1 = slightly disagree 
0 = neutral 
+1 = slightly agree 
+2 = agree 
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+3 = strongly agree 
Click on the picture to see a larger 
version of the outfit. 
-3 -2 -1 Neutral 
0 
+1 +2 +3 
a. The outfit is 
attractive.        
b. The outfit is 
cool.        
1  
c. I would like to 
wear this (or a 
girlfriend to 
wear it). 
       
  
a. The outfit is 
attractive.        
b. The outfit is 
cool.        
2  
c. I would like to 
wear this (or a 
girlfriend to 
wear it). 
       
  
a. The outfit is 
attractive.        
b. The outfit is 
cool.        
3  
c. I would like to 
wear this (or a 
girlfriend to 
wear it). 
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a. The outfit is 
attractive.        
b. The outfit is 
cool.        
4  
c. I would like to 
wear this (or a 
girlfriend to 
wear it). 
       
  
a. The outfit is 
attractive.        
b. The outfit is 
cool.        
5  
c. I would like to 
wear this (or a 
girlfriend to 
wear it). 
       
  
a. The outfit is 
attractive.        
b. The outfit is 
cool.        
6  
c. I would like to 
wear this (or a 
boyfriend to 
wear it). 
       
  
a. The outfit is 
attractive.        
b. The outfit is 
cool.        
7  c. I would like to 
wear this (or a        
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girlfriend to 
wear it). 
  
a. The outfit is 
attractive.        
b. The outfit is 
cool.        
8  
c. I would like to 
wear this (or a 
girlfriend to 
wear it). 
       
  
a. The outfit is 
attractive.        
b. The outfit is 
cool.        
9  
c. I would like to 
wear this (or a 
girlfriend to 
wear it). 
       
  
a. The outfit is 
attractive.        
b. The outfit is 
cool.        
10  
c. I would like to 
wear this (or a 
girlfriend to 
wear it). 
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a. The outfit is 
attractive.        
b. The outfit is 
cool.        
11  
c. I would like to 
wear this (or a 
girlfriend to 
wear it). 
       
  
a. The outfit is 
attractive.        
b. The outfit is 
cool.        
12  
c. I would like to 
wear this (or a 
girlfriend to 
wear it). 
       
  
a. The outfit is 
attractive.        
b. The outfit is 
cool.        
13  
c. I would like to 
wear this (or a 
girlfriend to 
wear it). 
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a. The outfit is 
attractive.        
b. The outfit is 
cool.        
14  
c. I would like to 
wear this (or a 
girlfriend to 
wear it). 
       
  
a. The outfit is 
attractive.        
b. The outfit is 
cool.        
15  
c. I would like to 
wear this (or a 
girlfriend to 
wear it). 
       
  
a. The outfit is 
attractive.        
b. The outfit is 
cool.        
16  
c. I would like to 
wear this (or a 
girlfriend to 
wear it). 
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a. The outfit is 
attractive.        
b. The outfit is 
cool.        
17  
c. I would like to 
wear this (or a 
girlfriend to 
wear it). 
       
  
a. The outfit is 
attractive.        
b. The outfit is 
cool.        
18  
c. I would like to 
wear this (or a 
girlfriend to 
wear it). 
       
  
a. The outfit is 
attractive.        
b. The outfit is 
cool.        
19  
c. I would like to 
wear this (or a 
girlfriend to 
wear it). 
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a. The outfit is 
attractive.        
b. The outfit is 
cool.        
20  
c. I would like to 
wear this (or a 
girlfriend to 
wear it). 
       
  
a. The outfit is 
attractive.        
b. The outfit is 
cool.        
21  
(larger picture not 
available) 
c. I would like to 
wear this (or a 
girlfriend to 
wear it). 
       
  
a. The outfit is 
attractive.        
b. The outfit is 
cool.        
22  
(larger picture not 
available) 
c. I would like to 
wear this (or a 
girlfriend to 
wear it). 
       
Submit
 
Reset
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Participant Incentive Delivery 
By typing your name and e-mail below and then pressing the submit button, you 
indicate that you complete the survey and want to receive a gift certificate worth $5. 
Your name and e-mail address will be deleted as soon as you receive the gift certificate.  
Name: 
  
Email: 
  
If you have any questions contact Sunhee Park by e-mail: sunhee@iastate.edu or Mary 
Lynn Damhorst (mailto:(mldmhrst@iastate.edu). 
Thank you very much for your participation!  
Submit
 
Reset
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2. MAIN DATA COLLECTION QUESTIONNAIRE 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Note: After completion of data collection, visual stimuli photos on the questionnaire were  
          edited for publication.  Models’ faces were cut off from the photos. 
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Part I. General Background Information 
The following questions ask for information about yourself.  
Please answer the questions or check the item that describes you best. 
Direction: Please select the number that best indicates the degree to which you agree 
or disagree with each statement. Choose the response which best represents your 
immediate reaction to each of the following statements.  
Response Scale 
1 = Strongly disagree 
2 = Disagree 
3 = Slightly disagree 
4 = Neutral 
5 = Slightly agree 
6 = Agree 
7 = Strongly agree 
  1 2 3 4 5 6 7 
1. I usually wear coordinated outfits and 
accessories.        
2. I enjoy wearing recycled styles from past 
decades.        
3. I like to wear clothing items that have one 
color in common (i.e., prints with matching 
solids). 
       
4. I don’t wear dress items that show off the 
label.        
5. I usually get new styles from people around 
me rather than from fashion magazines such 
as Vogue, Elle, and Glamour. 
       
6. I like to wear unraveled sweaters or sleeves. 
       
7. I enjoy looking different or unique from 
others.        
8. I enjoy browsing for apparel items online. 
       
9. I like to buy and wear outfits exactly the 
same as they are displayed on a mannequin        
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in a store. 
10. I believe I can change my body form easily 
by using plastic surgery or other chemical or 
medical technologies. 
       
11. I like to wear stuff that does not go together 
at all.        
12. I like to wear vintage clothing. 
       
13. I always consider appropriateness of dress 
for event, time, and place.        
14. I like to have surprise elements consisting of 
clothing items worn out of context (e.g., 
event, season, holiday, or historical time 
period). 
       
15. I have worn underwear as outerwear. 
       
16. I like dressing in coordinated sets from the 
same brand.        
17. I mix different price levels in one outfit (i.e., 
Target with Ralph Lauren).        
18. I like to wear clothing styles borrowed from 
subcultural groups (i.e., bikers, rappers, etc.)        
19. I create new outfits by mixing and matching. 
       
20. I like to wear clothing embellishments such 
as anti-apartheid leaflets pinned or clipped to 
clothing. 
       
21. I usually wear dress that shows my social 
and economic status.        
22. I can’t picture myself wearing flowered pants 
with a plaid shirt.        
23. I think body piercings make my body more 
attractive.        
24. I like to buy or wear something that is totally 
original.        
25. I never wear styles from previous periods 
(40s or earlier, 50s, 60s, 70s).        
26. I would like to get a tatoo. 
       
27. I like unisex (androgynous) styles. 
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28. I never mix two prints. 
       
29. I have my own signature style in clothing. 
       
30. I like to wear dress items that are torn.  
       
31. I like to wear clothing to shock people. 
       
32. I feel awful when I don’t match.  
       
33. I do not care whether dress items are 
imitations or originals.        
34. I mix and match pieces from different 
designers and stores.        
35. I like to wear unconventional combinations of 
styles and fabrics.        
36. I like to combine weird textures together and 
weird colors.        
37. I like it when women wear men’s suits, big 
suits that they don’t tailor down to fit.         
38. I like face piercings. 
       
39. I like to match dress items that have multiple 
colors and prints simultaneously.        
40. I like to accent my outfits with ethnic 
aesthetic details.        
41. I like to wear something funny to be noticed. 
       
42. I can’t picture myself having multiple body 
piercings.        
43. I like to wear multiple layers. 
       
44. I like to wear clothing that has seams on the 
outside of clothing.        
45. I like to mix various periods in one outfit. 
       
46. I usually wear dress that shows my ethnic 
background.        
47. I have worn clothing inside out.  
       
48. I can guess whether it is expensive original 
designers’ dress or imitations just by looking 
at a stranger’s dress. 
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49. I have had plastic surgery or would like to in 
the near future.        
50. I like to alter clothing to suit my unique 
aesthetic preferences.        
51. I like to try various styles (e.g., classic style, 
hip hop style, sporty style, punk style, or 
gothic style) rather than wearing the same 
style all the time. 
       
52. I like tattoos. 
       
53. I usually buy prestige branded clothing in 
order to show my social status.        
54. I like to wear T-shirts that have messages 
written for subcultural groups.        
55. I have intentionally mis-buttoned. 
       
56. I like to buy or wear fake rather than real 
designer dress items (e.g., fake designer 
bags). 
       
57. I try to buy cheaper imitations of well-known 
designers’        
58. I like to wear clothing which has ethnic 
themes or materials.        
 
Part II. Visual Stimuli Questions  
Directions: There are 12 pictures. The following questions concern your general 
responses to dress of a person in each photo of the following slides. Choose the 
response which best represents your immediate reaction to each of the following 
statements.  
Response Scale 
1 = Strongly disagree 
2 = Disagree 
3 = Slightly disagree 
4 = Neutral 
5 = Slightly agree 
6 = Agree 
7 = Strongly agree 
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Click on the picture to see a larger version 
of the outfit. 
1 2 3 4 5 6 7 
a. The outfit is 
attractive.        
b. The outfit is cool. 
       
1  
c. I would like to 
wear this (or a 
girlfriend to wear 
it). 
       
  
a. The outfit is 
attractive.        
b. The outfit is cool. 
       
2  
c. I would like to 
wear this (or a 
girlfriend to wear 
it). 
       
  
a. The outfit is 
attractive.        
b. The outfit is cool. 
       
3  
c. I would like to 
wear this (or a 
girlfriend to wear 
it). 
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a. The outfit is 
attractive.        
b. The outfit is cool. 
       
4  
c. I would like to 
wear this (or a 
girlfriend to wear 
it). 
       
a. The outfit is 
attractive.        
b. The outfit is cool. 
       
5  
c. I would like to 
wear this (or a 
girlfriend to wear 
it). 
       
  
a. The outfit is 
attractive.        
b. The outfit is cool. 
       
6  
c. I would like to 
wear this (or a 
girlfriend to wear 
it). 
       
  
a. The outfit is 
attractive.        
b. The outfit is cool. 
       
7  
c. I would like to 
wear this (or a 
girlfriend to wear 
it). 
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a. The outfit is 
attractive.        
b. The outfit is cool. 
       
8  
c. I would like to 
wear this (or a 
girlfriend to wear 
it). 
       
  
a. The outfit is 
attractive.        
b. The outfit is cool. 
       
9  
c. I would like to 
wear this (or a 
girlfriend to wear 
it). 
       
  
a. The outfit is 
attractive.        
b. The outfit is cool. 
       
c. I would like to 
wear this (or a 
girlfriend to wear 
it). 
       
 
a. The outfit is 
attractive.        
11 
 
 
 b. The outfit is cool.        
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(larger picture not 
available) 
c. I would like to 
wear this (or a 
girlfriend to wear 
it). 
       
  
a. The outfit is 
attractive.        
b. The outfit is cool. 
       
12  
(larger picture not 
available) 
c. I would like to 
wear this (or a 
girlfriend to wear 
it). 
       
 
Part III. General Background Information 
Direction: The following questions ask for information about yourself. Please answer 
the questions or check the item that describes you best. 
1. What is your age?  
2. You are     Male    Female 
3. What is your major?   
4. What is your classification?  
a) Freshman 
b) Sophomore 
c) Junior 
d) Senior  
e) Other (please specify ) 
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5. Are you a U. S. citizen?    Yes    No 
6. What is your martial status?   Married    Single  
Thank you so much for your participation! 
Submit
 
Reset
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APPENDIX C: HUMAN SUBJECT APPROVAL 
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APPENDIX D: 22 VISUAL STIMULI HISTOGRAMS 
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APPENDIX E: PRETEST FLYER & SURVEY INVITATION E-MAILS 
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D ONLINE SURVEY D 
Please visit the website at 
HTTP://WWW.CLASSWEB.HS.IASTATE.EDU/SURVEYS/SUNHEE/ 
 
You are invited to participate in a research study.  Please take your time in deciding if you would like to 
participate. Please feel free to ask questions via e-mail (sunhee@iastate.edu) at any time. You must be 
female, at least 18 years old, and under 26 years old to participate in this study. If you agree to 
participate in this study, your participation will last for about half an hour.  You will be asked to complete 
a survey about your demographic information (i.e., age, gender, and major); you will be asked to look at 
22 pictures and complete a survey about your perceptions of the outfit of each picture. 
Please read the consent form on the online survey for more information 
about this study and participant rights. 
 
*Make sure you fill out your name and email address after completing of this survey.   
You will receive a $5 gift card from Starbucks for your participation. 
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From the desk of...
Sunhee Park
   
  
From: "sunhee" <sunhee@iastate.edu>  
Tue, 25 Jul 2006 11:34:39 -0500 
Take a fashion related ISU online survey and win a free gift card. 
 
 
 
         http://www.classweb.hs.iastate.edu/Surveys/Sunhee/mailconsent.htm
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From the desk of...
Sunhee Park
 
  
From: "Sunhee Park" <sunhee@iastate.edu>  
Thu, 15 Jun 2006 02:05:15 -0500 (CDT) 
Online survey reminder 
 
 
Dear Student, 
 
A couple of days ago, you were invited to participate in a research study 
by filling out an online survey. If you have filled out the survey, thank 
you!   
 
If you have not had a chance to take the survey yet, I would appreciate if 
you read the message below and complete the survey.   You will be asked to 
look at 22 pictures and complete a survey about your perceptions of the 
outfit in each picture.  Please read the consent form on the online survey 
for more information and participant rights.  
 
Since no personal data is retained with the surveys for reasons of 
confidentiality, we are unable to identify whether or not you have already 
completed the survey.     
 
The online survey closing date is Sunday, June 18, 2006.  After the 
closing date, you will receive a $5 gift card from Starbucks shortly as a 
token of appreciation for your participation in this study.   
 
* To take the online survey, click on:  
https://webmail.iastate.edu/cgi-
bin/mailman?NOFRAMES=TRUE&BACKGROUND=http%3a%2f%2fwww%2eclassweb%2ehs%2eia
state%2eedu%2fSurveys%2fSunhee%2f
 
Thank you for your time and input! 
 
Sunhee Park 
Graduate Student 
Textiles and Clothing 
Iowa State University 
 
Whom to Contact: 
If you have any difficulty in accessing or taking the survey or have any 
other questions and comments about the online survey, please contact me 
via e-mail at sunhee@iastate.edu 
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Table 4.4. Descriptive analysis of the 58 postmodern items 
Variable 
 
N Mean SD Skewness Kurtosis 
V1 431 5.36 1.374 -1.093 .998
V2 431 4.40 1.596 -.173 -.758
V3 428 4.93 1.431 -.638 -.039
V4 428 4.81 1.675 -.364 -.887
V5 431 4.88 1.505 -.604 -.294
V6 430 2.78 1.567 .782 -.100
V7 430 4.70 1.462 -.296 -.538
V8 427 4.93 1.737 -.748 -.411
V9 429 3.15 1.532 .335 -.709
V10 430 2.58 1.711 .916 -.180
V11 431 2.54 1.550 .919 .055
V12 430 4.03 1.731 -.064 -.956
V13 427 6.05 1.069 -1.749 4.350
V14 430 3.00 1.553 .525 -.494
V15 431 1.79 1.492 2.054 3.230
V16 430 3.40 1.558 .102 -.816
V17 430 5.64 1.291 -1.283 2.067
V18 429 3.45 1.625 .185 -.910
V19 427 5.61 1.198 -1.007 1.118
V20 427 2.51 1.494 .807 -.263
V21 430 3.97 1.548 -.267 -.631
V22 431 6.07 1.625 -2.033 3.227
V23 428 3.43 1.759 .109 -1.054
V24 429 4.79 1.357 -.180 -.478
V25 428 3.05 1.591 .585 -.361
V26 429 3.84 2.261 -.004 -1.492
V27 425 3.61 1.639 .032 -.757
V28 426 4.46 1.765 -.260 -.961
V29 428 4.18 1.444 -.149 -.324
V30 424 3.11 1.669 .299 -1.141
V31 426 2.40 1.423 .986 .203
V32 429 4.13 1.803 -.153 -1.141
V33 429 5.25 1.574 -.974 .290
V34 428 6.01 1.003 -1.244 2.582
V35 428 3.80 1.437 .148 -.320
V36 426 3.06 1.509 .556 -.213
V37 429 1.93 1.352 1.755 2.852
V38 429 2.75 1.847 .695 -.754
V39 426 2.96 1.503 .486 -.432
V40 429 3.49 1.585 .045 -.849
V41 429 2.69 1.540 .699 -.226
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Table 4.4. (Continued) 
V42 428 4.73 2.210 -.518 -1.234
V43 431 5.42 1.368 -1.151 1.444
V44 428 3.71 1.519 -.162 -.603
V45 430 3.63 1.443 -.021 -.310
V46 429 2.81 1.434 .253 -1.000
V47 431 3.10 1.931 .505 -1.073
V48 429 3.35 1.883 .291 -1.162
V49 429 1.83 1.472 1.788 2.231
V50 430 3.55 1.730 .080 -1.031
V51 431 3.98 1.834 -.111 -1.089
V52 430 3.93 2.067 -.072 -1.265
V53 430 2.87 1.641 .557 -.678
V54 429 2.95 1.599 .439 -.736
V55 431 1.82 1.259 2.037 4.235
V56 429 3.73 1.720 -.093 -.812
V57 427 4.05 1.696 -.297 -.674
V58 429 3.13 1.553 .263 -.756
 
Note: The standard errors for skewness = .118. 
Note: The standard errors for kurtosis = .235.  
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APPENDIX G: SCREE PLOT GRAPH 
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